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Facts You Should Know 
About the Kennedy Radiant Heater 


A Radiant Heater should be so designed that 
it gives the utmost in Radiant Heat and also 
looks well in the best surroundings. In other 
words, it must be efficient and beautiful. 

Efficiency includes not only perfect utiliza- 
tion of the heating units through the radiant 
material, but perfect combustion, freedom 
from backfire, and long service. The Kennedy 
burner, the best quality grilles, and the high 
class material throughout, attains this effic- 
iency. 


Home owners have exclaimed with delight 
at the beauty and adaptability of the Kennedy 
Heater. It harmonizes with any architectural 
:etting. The various styles and sizes obtain- 
able in both the A and B Series enable you to 
suit the whims of any customer. Efficiency 
combined with Beauty. Where art and science 
meet! The Kennedy Heater! 


Look for us at Atlantic City—Week of 
October 15, Booths 18, 19 on the Steel Pier. 


Radiant Heat Corporation of America 


126 Eleventh Avenue 


New York City 


Kennedy Heaters have been tested by the Electrical Testing Laboratories of New York 
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Other Gas Companies Are Doing It! 
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Send for our booklet and terms and 


learn how Gallaher Gas-Fired Boilers 


will increase 


and Profit. 


both Volume Sendout 


O educate the masses to the convenience, clean- 
liness, economy, wastlessness, safety and all the 
other virtues of house heating by gas, will take time 
and patience; but if the start is not made the goal 


will never be reached. 


Yet there are some gas companies who have ap- 
proached the house-heating-by-gas problem in an 
earnest, systematic manner; notably, The Laclede 
Gas Light Co. of St. Louis, who have surmounted all 
of the difficulties and whose efforts have been entirely 


successful. 


The present time is most propitious for forcibly 
presenting the advantages of heating by gas, on ac- 
count of the unsettled conditions in the coal industry 
with the possible shortage of this fuel next winter, 
and householders are therefore in a more receptive 
mood for improved gas appliances, such as the Gal- 
laher Boiler and Storage Tank Heater. 


GALLAHER GAS-FIRED TUBULAR BOILERS 
for Hot Water, Vapor and Steam Heating when 
shown, lower the sales resistance to this type of 
house heating and make easy the introduction of gas 
into a new realm of usefulness; to the satisfaction of 


the customer and profit of the gas company. 


GALLAHER BOILER CO. 


Laclede Gas Building, St. Louis, Mo. 














September 1, 1923 AMERICAN GAS JOURNAL 


























The illustra- 
tion shows the Coal 
Feed Boxes and Gas 
Offtakes at the Stack 
Level. 
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GLOVER-WEST 
ertical Retorts 


Will successfully carbonize every quality of coal 


In the Glover-West 
continuous carboni- 
zation system, the 
boxes on top of the 
retorts hold two 
hours’ supply of coal 
and are filled by the 
simple operation of 
a hand lever. The 
speed of extraction 
of the coke governs 
the rate of coal pas- 
sage through the 
heated zone. Cham- 
bers below the re- 
torts hold two hours’ 
make of coke and 
the operation of dis- 
charging is by open- 
ing the door and al- 
lowing the _ coke, 
which has already 
been cooled by the 
secondary air, to 
drop into a wagon 
or conveyor. 


From our present stage of actual experience in the working of large and small installations 
of Glover-West system of continuous vertical retorts, with a great variety of coals in all parts of 
the world, it is difficult to realize the diffidence with which the idea was received when first put 
| forward as a practical proposition. Now that it is established that the continuous vertical retort 
system can be designed and worked to deal with any class of coal, and to yield in gaseous form 
a considerably greater percentage of the heat value of the coal than the older systems—and per- 
centages varying not only according to the quality of the coal, but according to the discrimination 
of the engineer—continuous carbonization makes an irresistible appeal. 


WEST GAS IMPROVEMENT CO. 
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Some 


Novel Window Displays 


Gas companies manifesting ingenuity and artistic taste 
in window displays 


kernest A. Dench 


Window displays form one of the most important 
and effective ways of securing the attention of the 
public to gas appliances and the use of gas in the 
household. When they are artistically arranged and 
fixed up so as to deliver their message with a punch 
they are of material aid in promoting gas appliance 
sales. In the article which follows there is given a 
description of a few window displays gathered from 
the length and breadth of the country. 


OW is the time to start your window displays 

N of gas heaters and gas water heaters. After 

a scorching summer, !{ may be hard tor peo- 

ple to remember that they can suffer far more from 

the cold than they can from the heat. It is up to you 

to visualize the coming winter to them, and convince 

them that now is the time to get that new heater 
they have talked so much about. 


With the Help of an Eskimo 
Yonkers, N. Y., 


The Westchester Lighting Co., 
believe in snappy window 
displays. In one of their 
windows they contrasted 
our ways with those of 
the Esquimaux. The floor 
was covered with artificial 
snow, rather dirty to sug- 
gest that it had been 
trampled after a storm 
Two gas radiators were 
placed against the white 
crepe paper covered back- 
ground. At the left was 
a gas heater. Red crepe 
paper and a lighted elec- 
tric bulb gave it the ap- 
pearance of a brightly 
burning heater. At the 
far right was a snow hut 
made of boards covered 
with white crepe paper 
and artificial snow. Stand- 
ing in front of the door, 
with his hands outstretch- 











er, was a fur clad Eskimo. At the center was a 
mouse-colored card with the following text in white : 
“To the Esquimaux the Gas Heater is a Mystery. 
To you it is a Necessity. Buy now before our 
stock is depleted.” 

A Beautiful Window 

The Portland Gas & Coke Company, Portland, 
Ore., are famous for their artistic Radiantfire dis- 
plays, for which Mr. J. H. Hartog is responsible. One 
of their displays gave the appearance of warmth 
through softly glowing lights coming from the win- 
dows of a miniature house. The background was 
made of painted wall boards, depicting a winter 
scene. Artificial snow covered the floor. In the 
background was a house, with its slanting roof, porch 
and window sills covered with snow. Standing in 
front of the house, gazing in at the window, as if 
loathe to leave the pleasant warmth inside, was an 
exquisite little fur-clad figure. The figure was one 
of the daintiest I have seen, and it seemed almost im- 
possible that so tiny a creature could be dressed so 
completely and fashionably from head to toe. 

For Cold Corners of a Room 

The United Gas Im- 
provement Co., Philadel- 
phia, Pa., showed the 
passer-by the best way to 
heat cold corners. At the 
rear was a low brass 
railing, draped with black 
and gold silk curtains. At 
each center side was a 
tapering wicker vase, 
filled with several long- 
stemmed golden’ chry- 
santhemums and gay Au- 
tumnal foliage. Tucked 
inside each basket was 
a college pennant. A gas 
heater was displayed on a 
blue plush mound at the 
center, along with the fol- 
lowing sign: 

“For that cold side of 

the room use a gas 
heating stove.” 

More gas heaters were 
exhibited at the front 





ed toward the warm heat- Gas Heater Display—Portland (Ore.) Gas & Coke Co. sides. The floor was 
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draped with billows of royal blue plush. The win- 
dow was illuminated three floor lamps with 
rose silk shades. The lamps were distributed across 
the rear, and gave a warm glow to the room at 
night. This window was decorated by Mr. Lawrence 
Heiss. 


by 


A Grand Feeling 


The Southern Public Utilities Co., Charlotte, N. C., 
believe in snappy newspaper ads. One of their ads 
showed a furnished room, with a sleepy, smiling man 
hopping out of bed. In one corner of the room was a 
gas heater. Beneath the picture was run the follow- 
ing appeal: 

“AIN’T IT A GRAND AND GLORIOUS FEELIN’ 
to hop out of bed these frosty mornings into a 
room that is warm and cosy? 

Gas Heater Warmth 


is the kind of heat to have in your home these 
chilly mornings and evenings. The heater illus- 
trated will heat up a room almost in the twink- 
ling of an eye. As a precaution against colds 
! and illness it is unbeatable. 

a Gas Heaters $7.00 up. 

Telephone 2700 for our representative. 
SOUTHERN PUBLIC UTILITIES CO.” 
For Drafty Rooms 

In their newspaper ad, The Rome Gas Co., Electric 
Light and Power Co., Rome, New York, pointed out 
the danger of cold, drafty rooms. Their ad ran as 
follows: 


“GUARD AGAINST COLD. GET A GAS 
ROOM HEATER 


Cold, drafty rooms are dangerous. Many cases 
of Spanish Influenza may be traced to them. 
The best and easiest way to guarantee your com- 
fort is to own a Gas Room Heater. These handy 
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carried about from room to 
need extra warmth—they 
are odorless and economical. 


little heaters can be 
room, wherever you 
heat instantaneously 
Price $6.50-$18.00.” 
Another Advertisement 

The Tacoma Gas & Fuel Co., Tacoma, Wash., ap- 
pealed to the head of the household with this adver- 
tisement : 

“For Cold, Damp, Winter Days 
PORTABLE GAS HEATER 

Protect your family from sudden changes in 

temperature. Purchase a Portable Gas Heater 

now. Ideal for bath or bedroom. 

With the coal situation in its present condition 

you cannot afford to be without Gas Heaters. 

They are priced right and we can make instant 

delivery. 














an 
ia he 
| - ~ -% 
Re Za 
Lt! 
i oe 
- tr - te 7 
3 : - 
; “ é 
mm _» 
~ fi ~ Sey 
~ ™ Os 
x — 38 ok 
C. “ 
AT 
re : 
iy " , 
tin 


Automatic Water Heater Display Showing the Displacement of Coal for Heating Water for Laundry, 
Kitchen, 2nd and 3rd Bath 


TACO.FA GAS & FUEL CO. 
Tel. Main 1525. 
Gas Water Heaters 

The time has passed when people have to heat pan 
after pan of water every Saturday night for the 
weekly bath. However, there are lots of people who 
still use this old fashioned method. 

The New Method 

Mr. Lawrence Heiss, United Gas Improvement Co., 
Philadelphia, Pa., showed in his window display how 
the gas heater was displacing coal for heating water 
for laundry, kitchen and bath. 

The room depicted a cellar. The walls were made 
of papier mache bricks. The room was divided into 
two sections. One showed the deserted coal bin, 
and the other the neat clean room with its hot water 
heater. By contrast you can easily see the difference 
between the dusty, dirty coal room and the immacu- 
late room with its water heater. Down in front 
(Continued on Page 184) 











How Better Business Is Created 


Something from the other fellow. 
Application of general principles 


J. B. Dilton 


We can all learn from the other fellow. No one 
knows it all. But it does not do to allow one’s self to 
be too strongly influenced by what others do. A 
few business principles, derived from experience in 
. an unrelated industry, but equally applicable to gas 
merchandising. 


ANY of us think, that, if we knew how the 
“other fellow” managed to do so well, we 
would pattern after him and establish a 
nice paying business. There is no harm in thinking 
such things, provided we do not lose too much time 
in the thinking. There are many “big business’ 
men who declare that they are not interested in 
“how” the other fellow does it, that it requires all 
their time to take care of their own business. 
Such reasoning may be all right for a celebrity, 
but it does not pay for every business man to make 
such a declaration and then practice it, because there 
are a lot of new things bobbing up and if a man 
plays the caterpillar and shuts himself in a cocoon, 
the alert bird may gobble the worm and the busi- 
ness. 
It is because of our opposition to thinking that 
we “know it all,” that we are borrowing from the 
experience and methods of others. 


Merchandising 

Fred Volland, president of the National Retail 
Clothiers, addressed the Rocky Mountain Clothiers 
Association, on “Merchandising,” and what he had 
to say about selling clothing, pertains to selling any 
article, in common use. 

Here are some of the statements he made: 

“The merchant who can paint a picture of honest 
dealing, who sets forth the best background, and 
who has the broadest vision of the future, is the 
man who need have no fear of failure. 

“T want to be a good citizen of the Republic first, 
and a retail clothier next. Our chief aim in life is 
in serving people as an arm of distribution. When 
we realize that from three to eight years is the 
average business life of the American business man, 
we can see the importance of the best methods of 
business conduct. 

“We must learn from each other, and strive to 
raise the standards in retail business. We have noth- 
ing to sell in our organization except business, 
ethics, and a better knowledge of our chosen life’s 
work. 

“We must have integrity in advertising, using 
truthful statements, for we cannot do without news- 
paper advertising and publicity. 

Overbuying Evil 

“We must do away with the overbuying evil, and 
the idea of speculating. The personality of the sales 
people is one of the most important assets, and the 


national association is seeking to educate the sales 
force to a better understanding of the merchandise 
they handle. 

“There must be enthusiasm for merchandise and 
a knowledge of the store. Babson says 15 per cent 
of sales people throughout the United States are 
inefficient. Of 2,000 dissatisfied customers in Phila- 
delphia, only ten said the goods were not right. Four 
hundred and eighty declared the sales people were 
indifferent, and 510 asserted that the sales people 
knew nothing of the merchandise they were trying 
to sell. 

“Hold meetings of your sales force. 

“The salesman who does not like to sell to women 
is a deadweight and has not learned the true prin- 
ciples of salesmanship.” 

Discrimination 

I have heard many sales clerks, both men and 
women, in various business concerns, make the re- 
mark: “l’d sooner wait on ten men than one 
woman!” Asked for the reason, and they reply: 

“A man will buy what you show him and go his 
way. A woman will not only expect, but she will 
keep nagging until you are forced to show her prac- 
tically every article in the store,—of the line of 
goods she is seeking,—and then she is more apt not 
to buy than to purchase!” 


Aftermath 

There is some truth in what the sales clerks say, 
and as we are only human, our first remark might 
be: “I don’t blame you for feeling that way,” but— 
how many men, when they reach home with the 
“grabbed” article, are told very plainly by friend 
wife that he is a numskull, and then she expresses 
her condemnation for the house where the article 
was bought and may be back the same day, or next, 
and insist upon an exchange or place that house on 
her unfair list ? 

Again. Why is the average life of a business from 
three to eight years? Because the owner does not 
use the proper business procedure and what might 
have proved a successful business witn another man 
back of it dies a bornin.’ Or, perhaps its a case of 
trying to put a square plug in a round hole? 


Selecting 

If all of us knew just which business we would be 
better satisfied in, things might be different, but it 
always has been, and always will be, a case of en- 
vying the other fellow. We might as well forget 
these things right now and study how to make a 
success of the business we are in, for if we grow 
totally dissatisfied with our present business, what 
assurance have we that we will like our next venture 
any better? 

“In the sweat of thy brow thy shall earn thy bread” 
means more than making a living alongside of a 
blast furnace! 
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Success 


Everybody should want to be a success. There 
has been so much written on what constitutes suc- 
cess that it would require volumes to discuss the 
various theories, but candidly, isn’t it a fact that a 
man, who is making a nice living and a litle bit 
over, is a success, if he conducts his business honest- 
ly and has a cheerful mind? 

If you mean that you want to grow bigger, here 
is what “Graphica” says: “You grow only through 
expression. Expression is acting, thinking, talking, 
or doing. Every time you think, every time you 
talk, every time you do something with your hands, 
if you do it well, if you do it as well as you know 
how, you grow a little bit. Nearly all your business 
life is spent in meeting people, finding out what 
they want and getting it to them. Now if you do 
the thing each time as well as you know how, you 
are going to grow bigger and better and more valu- 
able, just as sure as you live.” 

Surely no one man will consider that he can fulfill 
the gospel of Graphica of his own accord; that is, 
shutting himself up in a cocoon and thinking it all out 
for himself. Recall what Mr. Volland said: “We 
must learn from each other,” and as a wood trade 
journal is the best text book for a business man, it 
is his duty to read and study the advertisements, 
editorials, and as much of the contents of each issue 
as are applicable to the things he requires, and then 
individuality will assert itself, but knowingly. 


For Success and a Growing Business 


I believe that my readers will agree with me that 
the Denver Gas and Electric Light Company is a 
successful concern and is growing bigger. Here are 
some of the methods they use to acquire such a 
standing. The advertisements, using ample space, 
appeared in the local newspapers during the month 
of August: 

Free Sugar! 
At the Gas Company. 
A great big 10 pound sack given away 
with every Gas Range or Water Heater 
order — during the month of August. 
Now is the time to buy your 
Gas Range or Water Heater. 
Use Gas for Fuel. 
* * x 
Time for Preserving! 
Is Your Kitchen Properly Equipped to do 
the Work Most Pleasantly? 
In olden days the canning season meant 
hours of standing over'a hot stove—days of 
slaving in an overheated kitchen. 
Today the gas range eliminates the uncom- 
fortable features of preserving fruits. The 
kitchen remains as cool as the summer 
porch. 
Why not take advantage of our special Can- 
ning Season Offer? 
$5 Down 
Puts the finest of our modernly constructed 
gas ranges in your home. Remaining pay- 





T 


ments in monthly installments with your 


gas bill. 


Use Gas for Fuel 


Note :—This advertisement was illustrated \ 
woman to the left was canning. The center showed 
the gas range. To the right were the completed 


jars. On each side of the range were the card signs: 
“We make a liberal allowance on your old gas range.” 
“We install ranges free of charge, and maintain 
perpetual gas range service.” 
* * x 
Before 
Ordering Your 
Winter’s Store of Fuel 
become acquainted with the efficiency of 
heating your house with GAS. 
GAS is sure and dependable—for a plentiful 
supply is guaranteed. 
GAS is economical—for there is no money 
tied up in fuel storage. 
GAS for house heating is successful—as is 
evidenced in the number of Denver residents 
who have installed it—and praise it enthusi- 
astically. 





Use Gas for Fuel. 


* * * 


Who Tends 
the furnace 
at your House? 
Why Don’t You Let the Gas Man 
Do It This Winter? 
He’s a willing worker—reliable and always 
on the job. You can depend upon him every 
day of the year. Besides, he keeps your 
basement spick and span—free from dirt, 
soot and ashes. 
Gas for house heating has been used in Den- 
ver homes—and proved successful. And 
summer is the ideal time to have a gas- 
heating plant installed. 
For further information, call on the tele- 
phone and ask that a Sales Engineer be sent 
out to give an estimate. 
Use Gas for Fuel. 

And now you see that even those who have grown 
big and bigger, keep eternally at it. Mr. Volland 
says that we cannot do without the newspapers and 
publicity. Mr. Wrigley, of “Spearmint” fame, says 
that to cease advertising is like taking the engine 
off your train. 

There is no royal road to knowledge, nér is there 
an easy one to fame and fortune, if you must work 
out the desiderata. I have tried to show you how 
the successful ones view and do it, and with theif 
efforts put into practice, you are bound to make a 
success of it, for remember there are many varieties 
of success and none of them speak of millions of 
dollars, but all well schooled people know that we 
can do it Cheaper, Better and Quicker with Gas 
and that is what people like to spend their money 
for. Come on, let’s get some of it. 

















Things that Matter in Gas 
Salesmanship- 


A British gas man’s view of salesmanship and gas progress 


Samuel W 


. S7mm0Nns 


We publish the following address because it con- 
tains certain views of a British gas man in connec- 
tion with gas salesmanship and particularly industrial 
gas selling, which are well worth the attention of 
the American gas industry. The gas problem is very 
much alike the world over, colored only by local 
conditions. We can well afford to give ear to what 
a colleague from across the Sea has to say of a mat- 
ter that concerns us all. 


HE term “gas salesman” includes, in my opin- 
ion, all the officials and employees of a gas 
undertaking who come in cor-tact with con- 
sumers, and who can in any way influence the sale 
of gas. The man is said to be a benefactor to man- 
kind who can make two blades of grass grow where 
only one grew before. The gas salesman is a bene- 
factor to the undertaking he serves who can make 
one cubic foot of gas do for a consumer what two 
cubic feet did before. The gas business is built up 
and depends for its existence upon its economics. 
The gas salesman is also a benefactor to his under- 
taking who can prevail upon a consumer to increase 
his use of gas by the adoption of new applications. 
3ut that is not the sum of the duties of a gas sales- 
man. He has to meet the arguments that the chiel 
eompetitors of the gas industry distribute and leave 
with the householder, the tradesman, the manufac- 
turer and others. He cannot do this unless he is well 
acquainted with not only the efficiencies of the ap- 
pliances he himself has to offer, but with the effi- 
ciencies and general characteristics of the appliances 
that his business competitors have to effer. If the 
gas salesman is just, he has nothing to fear, and in 
order for him to be just, he should be in possession 
of all desirable information, information that is fair 
and can be well supported by his own experience, 
and stand the test of scrutiny of his chief competi- 
tors. 


Gas Salesman Has Much to Occupy Attention 


The gas salesman has always many things to oc- 
cupy his mind if he is an enthusiast in his work. Ev- 
ery branch of his business demands his constant at- 
tention, but there is a sort of cycle in his duties in 
which some things claim seasonally more attention 
than at any other time. The gas salesman is engaged 
on work that is of real importance. The success of 
his work has another effect, an effect that benefits 


*From the Gas World, July 21, 1923. 





both the undertaking which he serves and the con 
sumers generally. It is often overlooked that the 
enlargement of business, not only by the obtaining 
of new consumers, but especially through the exist- 
ing mains and through the same service pipes, is 
one means of assisting in the reduction of the cost 
of the service. At the work’s end, every effort may 
be made to reduce the cests ft production; but the 
cost of distribution, and of the work of the gas un- 
dertaking generally, may also be lessened by devel- 
oping the use of gas in all directions. These are 
commonplaces, but they are often overlooked. There- 
fore, the gas salesman should always examine his 
position well, to ascertain whether he is doing all he 
might in assisting to cheapen the cost of gas. 

\nother means of expanding the uve of gas is to 
show how to economize it. This to some people 
would seem paradoxical. But the fact remains that 
the more service a consumer can get out of a given 
quantity of gas, the more he will use it. A gas sales- 
man who is impressed with the importance of his 
work in all and every branch will put more energy 
into it than the salesman who does not realize this 
importance. 


Expansion of Business 


What of the future? So far as can be seen, there 
is no reason why the gas business should not con- 
tinue to enjoy a large rate of expansion. To effect 
this, the gas salesman has to take account of the 
present position, and take a broad survey of the 
prospects. Care in doing this will show him the lines 
of his work. It would appear that they are plainly 
indicated as follows: 

1. There is the protection and expansion of the 
lighting business, by utilizing the latest and best 
productions, both in high-pressure and low-pressure 
lighting. This business requires to be watched with 
scrupulous care. It is the part of the gas business 
that meets with the fiercest attacks of our electri- 
cal competitors. Without lighting business and a 
high price of electricity per unit for this purpose, 
electricity suppliers could not afford to supply energy 
at low prices for other purposes. 

2. The use of gas for power purposes must come 
in the same category as lighting, in respect of both 
protection and expansion. The low rates at which 
electricity is supplied for power purposes make the 
competition very keen. But if gas suppliers are 
politic they can meet it where the conditions do not 
give the electric motor special suitability from the 
point of view of convenience. The lines of least re- 
sistance to expansion of business are: 
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Cooking. 
Heating. 
Heating water. 

6. Industrial uses of gas by both high-pressure 
and low-pressure supply. 

While keeping an eye on, and not allowing energy 
to decline in, the protection and expansion of the 
lighting and power business, the fields represented by 
Nos. 3 to 6 are open to free cultivation and par- 
ticularly 4 to 6. In some places cooking by gas has 
obtained the patronage of a large percentage of the 
consumers of gas for lighting, but while there is a 
householder who still uses coal and other solid fuel 
for cooking, there is a new consumer to be obtained 
for this purpose. 


uns Ww 


Preparing for Campaigns 

A valuable method of obtaining information for 
seasonal “pushes” in an endeavor to new business is 
a house-to-house canvass to obtain the following: 

1. The houses in which gas is used for lighting 
purposes, and the houses in which it is not used. 

2. Houses in which there are cookers, grillers 
and boiling rings, and houses which have not one 
or other of these appliances. 

3. Houses in which water heating gas appliances 
are used, and houses in which such appliances are 
not in use. 

4. Houses in which there are gas fires, and the 
number of houses in which gas fires are not in use. 

Factories and other business premises could be 
suitably dealt with on similar lines. Such records 
would be most useful for gas salesmen and canvass- 
ers in their efforts to develop business in their own 
particular area of supply. 


The Class of Gas Salesman Required 

This emphasizes the necessity of employing fully 
qualified men only as gas salesmen. There is no 
doubt that if the sale of gas is to be extended, par- 
ticularly among existing consumers, the public must 
be constantly informed of the uses to which gas 
can be put, and the various appliances must be 
brought to their notice. This can only be done by 
systematic and continuous canvassing by competent 
men who have a firm belief in the goods to be sold, 
and who are able to give reliable and truthful in- 
formation concerning the various appliances on the 
market. The public, generally speaking, have very 
little idea of the size of appliance necessary for any 
particular purpose, and it is essential that the gas 
salesman should be able to supply this information, 
knowing that, if his advice is followed, satisfactory 
results will be obtained. We cannot expect the con- 
sumers to study our business and understand our 
point of view in regard to everything. We cannot 
expect them to accept our troubles as an excuse for 
theirs. “Explanation is no excuse,” they will say. 
What we need is to satisfy them and gain their con- 
fidence by giving good service, always remembering 
the axiom, “Nothing is good where beter is possible.” 

Increasing Industrial Gas Sales 

It has been stated by highly successful businesses 
that it cost more to sell an article than to make it. 
This need never be the case in the gas industry; but 


there is no doubt that a great deal more should be 
done on the selling side. Very little has, so far, 
been done in particular in connection with the sell- 
ing side of industrial gas. A few of the large con- 
cerns, such as Birmingham, have tackled the sub- 
ject in an excellent way, but it must be recognized 
that it demands a very different type from the do- 
mestic and lighting salesman. It is here that we 
may pause, reflect, and consider our own position 
with regard to the situation. Larger undertakings 
are able to specialize in this particular branch of the 
industry. The smaller undertakings in industrial 
areas are able to obtain valuable information from 
them. 


Sectional Plan Advocated 

To my mind, what is uregently needed is the whole 
of the country to be sub-divided into sections, with 
well-trained technical and commercial men who have 
specialized in the various sections of the gas sales 
side, and who, on request, would be able to advise 
on any of the problems which present themselves in 
the sales of gas in our own particular area of oper- 
ations. In most industrial towns, industrial gas 
should be the mainstay of the gas undertaking. In 
the main, it is a day load. It is fairly constarft in 
winter and summer. It is relatively a big load per 
consumer. The cost per therm for an installation 
and service charges are less than for the domestic 
consumer, and this has been recognized by most un- 
dertakings through reduced charges. Has sufficient 
been done, however, to encourage this load? Is it not 
worth much more than is represented by the differ- 
ences in gas charges that have usually ruled? On 
the other hand, if the industrial consumer can take 
large or small supplies of gas at will, the gas under- 
taking must always be in a position to deliver the 
maximum demand. 

It is not, in my view, good business to include in the 
charges per therm for industrial gas any amount to 
cover charges for stand-by plant. It would be very 
much better to make a simple contract with the 
larger consumer, in which the undertaking guaran- 
tees to supply a given daily, quarterly or yearly 
maximum, and the consumer guarantees to take a 
daily, quarterly or yearly minimum. Should this 
latter quantity not be taken, he will pay according 
to an agreed scale, on all gas that falls short of this 
minimum, in order to pay for plant standing idle. 
The same end is not achieved if the price per therm 
is reduced gradually with increased quarterly con- 
sumption, although the latter system is an excellent 
one for encouraging increased industrial scales. As, 
however, the highest price is never higher than the 
top industrial rate, the method is not sufficient to 
cover the cost of idle plant, brought about by any 
sudden stoppage in the use of industrial appliances. 


How to Increase Industrial Gas Sales 
Increased industrial gas sales will be brought 
about only: 
1. By reducing the selling price of gas. 
2. By developing industrial appliances that are 
not only thermally more efficient, but which have a 
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greater over all efficiency than industrial appliances 
using other fuels. 

3. By developing a well trained and specialized 
selling side for industrial gas. 

The responsibility for (1) rests both with the gas 
undertakings and the apparatus manufacturers; the 
former by better organization and improved control 
of plant, and the latter by developing improved 
plants of lower capital costs per therm produced. I 
have endeavored to stir up further interest in in- 
dustrial heating problems, and create more enthusi- 
asm in gas salesmen to give more attention to the 
industrial use of gas. Generally speaking, gas for 
any other purposes is relatively easy to sell, but 
there is still a lack of conviction that there is an 
enormous field in industry for town’s gas. Once the 
idea has been fully accepted and realized by the gas 
salesman, it will be much easier to convince the in- 
dustrialist. But, if the gas salesman lacks convic- 
tion or technical knowledge, and expc-ience in ap- 


plication, it will be next to impossible to bring con- 
viction to the industrial consumer. Manufacturers 
today realize the potential advantages of coal gas 
as a fuel, and in view of the ever increasing charges 
incidental to solid fuel, such as labor, transport, 
storage, the disposal of ashes, overhead works 
charges, etc., only diligence is required to open up 
a vast field for the utilization of gas. 

From the manufacturer’s point of view, the main 
outstanding factor is money, or, in other words, the 
extent of his fuel costs, as it must be acknowledged 
that in the majority of trades, the fuel bill is of pri 
mary importance. Gas salesmen who are concerned 
with the sales of gas for industrial purposes must 
not be content to act as salesmen only, but must 
make themselves thoroughly acquainted with every 
industry and manufacture they are likely to meet 
in their area of supply, and so assist in educating 
prospective consumers in the commercial possibili- 
ties of gas. 
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Changing conditions. 


New Factors in Gas Merchandising 


Sales in new sections, new homes and 


among the foreign born 


C. kb. Shaffner 


Gas companies must keep astride new develop- 
ments in their communities. In fact they must at 
times anticipate them. Gas appliance sales are made 
under favorable circumstances in new sections and 
new homes. The foreign born gas customers should 
not be neglected. Some hints on covering these fields 
are given in the article that follows. 


LTHOUGH successful merchandising methods 

A are based to a great extent upon buying 

habits, changing conditions, attendant upon 

industrial activity throughout the country, reveal 

marked tendencies influencing the sale of gas and 

gas appliances. These are therefore of great im- 
portance in negotiating sales on a large scale. 

This is strikingly indicated at present by factors, 
affecting the growth of cities, particularly the in- 
flux of newcomers, the development of new resi- 
dential districts, the attitude of the foreign born 
population with respect to household appliances and 
the general view of service requirements on the 
part of the public. 


Go After Coming Sections 

While the importance of these underlying consid- 
erations and their implications is by no means un- 
known in modern day merchandising, their peculiar 
application to the gas business has never been so 
marked as at the pregent time. It represents for 
the most part an extension of Babson’s injunction: 
“Put your greatest sales efforts in the coming sec- 
tions” insofar as this can be applied in the broadest 
sense to communities. These conditions indicate a 
situation which is widespread and the direct result 
of developments that in the main characterize a new 
era in selling. 


Conditions in Detroit 

For example two hundred or more families are 
moving into Detroit each week. A short time ago 
the Detroit Gas Company reported that because of 
this fact between 500 and 1,000 applications for 
service were filed weekly and that a high water 
mark of 941 applications had been reached in one 
day. Obviously a tremendous opportunity for the 
sale of gas appliances is presented by such a situa- 
tion. The opportunity is even greater than it ap- 
pears on the surface because of the fact that at an 
investigation disclosed that at least 90 per cent of 
these newcomers disposed of a large part of their 
household furniture before moving. Further pos- 
sibilities were uncovered as the result of an inquiry 
which showed that a large majority of these new 
families came from within a radius of 60 miles of the 
city. It is safe to say that this is a cundition which 
exists in every community, large and small, through- 
out the country. 


Advertising to the Newcomers 

Because of these underlying facts, there is un 
doubtedly a constant opportunity to reach these peo- 
ple before they actually move into the city from 
suburban territory by means of special advertising 
which will continually call their attention to the gas 
appliances they must sooner or later surely buy. In 
several cities painted bulletins have been used for 
this particular purpose. As a result they have un- 
consciously sold themselves on certain kinds of ap- 
pliances before taking up residence in the nearby 
city. Upon the arrival of newcomers from a greater 
distance a more timely impression can be created 
by a special message. Several firms have found it 
advantageous to employ a striking trade figure, 


which immediately conveys to these new people 


the name of their stores and consequently they get 
the idea that they are well worth investigating. It 
is therefore quite natural for a large number of im- 
mediate sales to result from such visits. - 


Sales in New Homes 

In new residential districts of cities where a large 
number of families are continually moving into new 
homes there exists this same opportunity for the 
sale of gas appliances in a somewhat different con- 
nection. When a family gets settled in a spick and 
span new dwelling or one that has been butit with- 
in recent years, the old furniture that formerly held 
a strong appeal appears a good deal out of place. 
\utomobile salesmen have recognized this desire for 
new things as well as pride of possession. By dem- 
onstrating the shiny new car considerable sales re- 
sistance is removed and orders are obtained in a 
large percentage of instances without much diffi- 
culty. It is just as natural for the housewife in 
the new dwelling to view with favor the purchase 
of a new gas range or a water heater, but the op- 
portunity for making such a sale is most favorable 
not more than several weeks after occupancy because 
with the coming of installment payments on the 
home itself and other necessary expenditures there 
is a tendency toward curtailment of expenses. 


The Telephone as an Aid 


One salesman of gas appliances in a middle west- 
ern city works its newly developed sections very 
carefully by means of systematic calls principally by 
telephone upon old customers and thus obtains infor- 
mation regarding new home owners without expend- 
ing much time. He is thus in a position to approach 
these prospective customers with a complete knowl- 
edge of their requirements and with the recom- 
mendation of satisfied users right in their particular 
neighborhoods. But after all he attributes his suc- 
cess largely to the fact that he is able to talk to 
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these people about new gas appliances when they are 
in a mood to make their home as thoroughly mod- 
ern and up to date as possible. It merely amounts 
to taking advantage of a frequently quoted expres 
sion of home loving people that “nothing is 
good for the place we live in.’ 


tow 


Customers Among the Foreign Born 


Thousands of foreign born residents present an 
equally fertile field which can be cultivated by tak- 
ing into account certain facts regarding this class of 
customers. In the first place salesmen of gas ap 
pliances are too prone to neglect the mechanical 
features in soliciting foreign born housewives for 
the reason that they imagine that any discussion of 
this kind will tend to bewilder rather than to en 
lighten or instruct. But the writer has discovered 
that the large majority of these alien residents are 
thoroughly familiar with all of the mechanical de- 
tails and indeed with the outstanding differences in 
construction of household appliances even though 
their scanty knowledge of English may not enable 
them to discuss such matters intelligently. For 
one thing they have a keen appreciation of work- 
manship and craftsmanship and they are quick to 


recognize outstanding features of any mechanical 
appliances. 

This general appreciation of values is constantly 
being increased because so many of these foreign 
born residents are constantly engagea in mechaical 
work in a large variety of factories. It is pretty 
safe for any salesman of gas appliances to con- 
clude that the foreign born housewife knows con- 
siderably more about the mechanical features of 
the water heater or range that he may be talking 
about than he would ordinarily gather from her im- 
passive attitude which is quite easily interpreted as 
complete misunderstanding on her part. 

In this same connection it is of extreme impor- 
tance to clear up any fears or prejudices regarding 
the use of gas or gas appliances which have become 
more or less deep seated in the minds of foreigners 
and others, who, because of environment or in the 
absence of reliable information have obtained mis- 
taking impressions. It is just as natural for these 
same people to accept fact statements regarding gas 
and gas appliances, as it is for them to keep on dis- 
cussing the untruthful tales originally fostered by 
ignorance and an almost childlike faith. It is dis- 
tinctly up to the gas appliance salesman to break up 
this vicious circle. 





Merchandising 
#. Gh 


The first thing that goes into a house is a gas 
range, or stove if it is in the country and too far 
away for gas ranges. li a retailer is successful in 
his salesmanship methods and ii he is going to sell 
a stove successfully and build that end of his business 
up, he must have proper light and proper display 
space and if he can afford it, put a carpet under it 
and white castor blocks under the legs of the stove. 
Have it just as attractive as possible. 

There has been a lot cf National Advertising done 
on the stove question, and in many cases the woman 
has been educated up beyond the average dealer. 
So when she comes to buy a stove, she is pretty well 
posted and has also, no doubt, been shopping around. 


Courteous Treatment Essential 
When the woman comes into your store, 
should see to it that your salesman provides 
with a seat, get an idea of the kind of stove 
wants and how far up in price you can possibly go. 
Make her so comfortable that she won't go any 
where else to look. Here is where the average 
salesman falls down. He tells her this is a nice stove 
with an 18-inch oven, and this and that and the 
other, and it goes in one ear and out the other. She 
s standing there and is tired, and all the talk 
over her head. 

analyze it. 
If you properly analyze the stove step by step, 
and your customer is comfortable, by the time you 


you 
her 
she 


x ES 


Seat her in front of the stove and 


*Excerpts from an address. 





the Gas Range. 


Smith 


get through, the chances are nine out oi ten that 
you will close up the deal. 

lf you have sold her a gas range, your responsi- 
bility just commences; emphasize this with your 
salesman, because there is not a first-class stove 
made where shortly after installation you won't get 
a ring on the telephone saying, “Something is wrong 
with this stove.” Nine-tenths of the trouble is 
imaginary, and it all comes in the first two or three 
weeks after the stove is installed. 

My suggestion would be that when you install a 
stove in a house, before there is a kick or a chance 
or opportunity to kick, bring your service to play. 
Send a man out to have a talk with the purchaser, 
have a man who is so well posted in the matter, even 
of cookery, that he can talk intelligently. It will 
pay you to pay a good man to follow the sale up. 

When it comes to gas ranges, it seems to me al- 
most business suicide for an institution to buy space, 
white space in a paper at what it costs in these 
days, and take an article and shoot it in and try to 
convince the public that they are getting for $39.33 

first-class range. They can’t, and the public knows 
it as well as you do. It is a waste of money. While 
if you will put your article before the public with 
the conviction that you have a first-class article, 
and talk the quality of the proposition, and preach 
the responsibility back of it, and get the reputation 
for following it without any cost to the customer, 
you are going to build a business that will be a 
source of income in times when business may be 
quiet. 
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William H. Matlack 


ITH September comes school days, young 
\) \ America will arise regularly, and mother must 

plan to have breakfast as well as lunch and the 
evening meal on time, there must be an abundant 
supply of clean linen and an abundance of hot water, 
for hands must be scrubbed oftener than they were 
during the vacation period, and as the month ad- 
vances there must be heat for the bathroom and to 
dress by, for September brings the first chilly morn- 
ings. 


September 


Go right on 


to school now, 













The salesman of gas service and gas appliances will 
welcome the change that September brings, he will 
take advantage of the “first cool weather” to get 
over his territory more thoroughly ; he will call upon 
customers who have been away all summer and see 
that their appliances are all in order and what new 
ones are needed. He will visit the schools and assure 
himself that the Domestic Science department is 
securing proper service and that all appliances are 
properly adjusted, for the wide-awake salesman ap- 
preciates that “a right start is half the battle” in the 
matter of educating folks to the use of gas. Start 
the future cooks and supervisors to using gas and 
start them right, by rendering first class service and 
you will be assured of future customers. 


Are They Dressed Right? 

Printed salesmen should be dressed correctly. In- 
serts, booklets and catalogs are salesmen and as such 
their aappearances should be given the same careful 
thought and attention that the personal salesman of 
the effective type accords himself. Well groomed 
salesmen make a far better impression than the slov- 
enly, ill dressed one. 


What Do You Think? 
In talking with an old time gas man we were told 
that “There is nothing to gas company advertising 


that anyone cannot do and we can’t see why any 
company should employ a professional advertising 
man. Fact is there is not much to it, you can’t say 
much about gas and when you are advertising ranges, 


‘ water heaters, space heaters and other appliances— 


why there is no trick in that!” 

We were somewhat surprised at this statement for 
it has been our experience that the gas field is “chuck 
full’ of new copy angles; as we view it, it is a most 
fertile field for a trained writer with vision, and good 
advertising material may be uncovered with but little 
effort. 

“We concluded from the “out-burst” that it would 
be useless to try to sell this man, for he also added 
“why we are successful and we got along with a little 
advertising of appliances—we don’t need to advertise 
for favorable public opinion!” So be it—we have 
seen his advertising , we have seen the same ad for 
days and weeks at a time, and we are aware that his 
is a going company, yet we did wonder how much 
more successful it might have been, how much more 
service it might have rendered folks, how many more 
efficient appliances it might have sold, if the man- 
agement had not been self-satisfied? 

We wondered what the results might have been if 
this company had avoided repetition of advertising 
ideas, if it had employed progressive rather than con- 
servative methods? 

It seems to us that advertising to be successful 
should above all avoid repetition of ideas. By this 
we mean that whilé a campaign should be based on 
a general idea and carry a general theme (the para- 
mount idea being SERVICE) the copy should change 
and the illustrations be different (any advertising is 
more resultful if frequently changed). The public 
looks for, and is receptive to the new, in advertising, 
which means that no difference how clever an idea 
may be, great care should be exercised to see that it 
is not overworked. 


Convert the Quick-Lunch Man 
Look about on Main Street for a wide-awake 
quick-lunch counter man and when you discover him 
sell him the idea of converting his stand into a sand- 
wich shop. Point out to him that if he will re- 
arrange his place and make a specialty shop of it, 
dealing in sandwiches, coffee and pies, giving these 
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specialties an added touch, that he will attract many 
new customers that otherwise would pass by. Show 
him how added attention to “eats,’ this extra twist, 
will afford him an added turn-over which he must 
attain if his business is to be a profitable one and 
he will gladly give your proposition consideration. 
Show him how to lay-out his place to secure the 
maximum amount of customers’ space, how to install 
gas percolators for coffee, gas toasters for “three- 
high” sandwiches, and a real oven for baking pies and 
cakes. You can make him a better mercNant and a 
better customer, and friend for your company. There 
are many small merchants on Main street who may 
be converted into profitable customers if you will 
but take the trouble to study their needs and go to 
them with a concete plan to increase their sales by 
using modern equipment. Not only does Main street 
hold these oportunities, but they may be found out in 
the residential section, at the end of tne matn, on the 
popular motor highway, for tea-houses, soft-drink 
parlors and shops of all kinds have use for quick, 
convenient fuel at all seasons. 


Let Them Help Advertise 

Service men, mechanics, meter-readers may per- 
form an excellent service in connection with the com- 
pany’s plan to ADVERTISE, by delivering instruc- 
tive literature and appliance advertising matter to 
customers. This is particularly true with regard to 
the service men, who are sent into the customers’ 
homes to make adjustments of appliances or to make 
minor repairs. Educating the customer to a full 
knowledge and understanding of the service ren- 





dered, the proper use of his appliances and regarding 
new applications of gas for fuel, aids materially in 


building up FAVORABLE PUBLIC OPINION. 
Let Them Have Their Say 


A man who we regard as a very good merchan- 
diser thus expressed his opinion of the customer who 
enters his store: “When it comes to opinions about 
the merchandise I offer for sale, | figure that it is 
the prospective customer’s opinion that finally con- 
trols the sale, and while our opinion, based on the 
known requirements of the customer, are frequently 
different, we never express this difference in the form 
of argument. We suggest and we rarely fail to make 
our point. We believe that many times we sell our 
opinion by suggestion and that we never sell it by 
argument.” 


Keep Them Once They Become Custumers 

Down in Virginia there is a gas appliance store that 
believe the best effort they can make looking to in- 
creased sales is to “Keep the Customer Sold.” ‘The 
manager of this store says: “When a prospective 
customer enters our store and makes a purchase he 
imediately becomes “our customer.” We try to 
serve everyone promptly, courteously, givrng them 
our undivided attention, for we are anxious to attain 
his good-will. This we believe pleases him, and we 
know that if he is pleased he will come back to see us 
and not only that but he will tell his friends about ts. 
This is exactly what we want, repeat business from 
our customers and added customers developed by 
them. We do everything we know how to attain this 
end, giving due thought to store arrangement and 
display, making the “atmosphere” pleasing, clean and 
neat. 


A Commission on Sales 
Another thing we do to keep our customers sold 
and have them do a little work for us is to offer them 
an opportunity to earn a commission on sales made 
for us. We go about it in this way. Say we sell 
Jones a storage heater and he is very much pleased 
with it and says so, when the salesman who sold him 
“drops in” a week or so after the sale has been made 

(Continued on Page 182) 
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One Minute, Please! 


Do you belong to the Chamber of Commerce in your town? Are 


you an active member? 


I mean, are you active in helping to make the organization suc- 
cessful, or only active in participating in the benefits? 

Are you one of those to stand around and ask, “What has this out- 
fit ever done for me?” or do you line up with the regular fellers who have 


the nerve to ask themselves, “What have I ever done for the organi- 


zation?” 


The business men who will not help such an organization, but hang 
back and leave it to the others to do the work in making the town a 
better place to live and a better place to do business those men are like 
the kid who sneaks in under the tent to see the circus. They are trying 


to get something for nothing. They aren’t willing to pay their way. 


It is not something to be proud of that one gets the benefit of the 
work of the Chamber of Commerce without doing any of the work. It 
is something that should cause one to blush with shame when caught— 


sneaking under the tent. 


Sign up with the rest of the business men today. Don’t wait to be 
asked and urged. It is just as much your duty to offer to get in line as 


it is their duty to try to drag you in. 


I thank you. 


FRANK FARRINGTON. 
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MUTUAL HELPFULNESS 


Makers of gas appliances and manufacturers and 


distributers of gas are closely inter-related in their 
affairs. The of 
brings them into intimate contact wixn each other. 


business very nature their work 
It is of course natural that they should be able to 
help one another in many ways to their mutual bene 
fit and advantage. Cooperation between these two 
great branches of the gas industry is an essential 
condition to the growth and development wot the gas 
utility, to the success that gas can attain in the in 
dustrial field. The spirit of mutual helpfulness, s 
evident in the gas industry today, should be encour 


aged and enhanced; it should be permitted to grow, 


for in the battle of industry it is more than ever es 
sential that the branches of the gas utility work to 
gether for the common good. 

What the the manufacturers 
and gas companies can and do cooperate with each 


are ways in which 
other and help each other in their business affairs ? 
The gas company plans a campaign for the sale of 
water heaters, gas heaters, for the home, gas ranges, 
or other apparatus. It knows for some time in ad- 
vance what its plans are, and it may have a very 
clear and concrete idea as to what volume of busi 
The 
company can cooperate with the manufacturer and 
help him in his business by placing its orders in ad 


ness it can expect from the campaign. 


TAS 
ga 


vance of such campaigns, so that when deliveries 
must be made at the customers’ homes the appliances 
The 
placing of orders in the height of the season, at the 
time when the manufacturers are turning out their 
products at maximum capacity, involves a hardship 


will be available, and there will be no delay. 


on them which might well have been avoided had the 
orders been placed in advance. 
that the entire estimated sales be covered by advance 


It is not necessary 


orders but a part of the expected sale of appliances 
might be ordered in advance without conferring an) 
hardship upon the gas company and with real help to 
the manufacturer. 
emplifications of the spirit of mutual helpfulness. 
There is another way in which manufacturers can 
and do cooperate with the gas companies in the sale 
of gasappliances. The manufacturer is always ready 


This is one of the practical ex- 











to lend his aid to the gas company in devising plans 
for campaigns, in the compilation of operating and 
sales data, and in the development of sales arguments 
for advertising copy. This aid is particularly im- 
portant at the time that the gas company is seeking 
new business through a regularly planned campaign 
in its territory. The manufacturer is ready to per- 
form its part in this campaign by providing the gas 
company with circulars, and with help from members 
of its organization, who are at times actually sent to 
the Company’s offices to do their share in making 
the campaign a success. 

lhe manufacturers also aid in the creation of busi- 


ness for the gas companies. They do their bit 


towards increasing gas sales by advertising their ap- 
pliances in journals and newspapers that reach the 
general public, and by bringing to the public mind 
the advantages that are to be gained from the use 
of an apparatus in which gas is the fuel. By showing 
the individual how he can benefit by the use of gas 
both in the home and in the factory, the manufac 
turers, in promoting the sales of their own product 
simultaneously and just as effectively promote the 
eeneral cause of gas. 

\nother way in which the manufacturer cooperates 
vith the gas company is in development of new ap- 
pliances, the invention of new apparatus designed 
for improving the results that are obtained by the 
burning of gas in the home, the kitchen, and in indus- 
trial establishments. Manufacturers have always 
heen ready to spend time and money in research and 
experimental work to perfect some new form of ap- 
paratus or appliance which will aid in introducing the 


use 


if gas in filelds where it was formerly not em- 
ployed. The gas companies realize the worth of this 
service and should cooperate with the manufacturers 
who are willing and desirous of cooperating with 
them in this fashion. 

It must also be brought to mind that the manufac 
turers have been, and are performing an invaluable 
service to the gas companies by lending them their 
by 


with which 


giving them the necessary information 
to enter the industrial field and compete 
Manufacturers are al- 


experts, 


with other fuels. 
and willing to send their experts into the 


successfully 


ways ready 
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gas companies’ territory to assist in making a sale 
of a gas appliance for an industrial purpose. 

Such are the ways in which manufacturers co- 
operate with the gas companies. In these manners 
do they lend each other material assistance in pro- 
moting the cause of gas. This they gladly do for the 
common interest of all. It is a cause in which all 
should stand united. For in unity there is strength! 


HERE AND THERE IN SELLING 
(Continued from Page 179) 


to see if everything is all O. K. The salesman says 


he is glad everything is satisfactory and adds: “for 
we know you will be glad to give us the names of 
your friends and neighbors who you have told about 
this heater and who you believe would be interested 
in purchasing one for their homes, of course we will 
expect to repay you for this by extending credit of 
$5.00 to you on each sale made. This is just a little 
way we have of securing customer salesmen and 
making sales that otherwise would get by us.” 

We have seen this plan of customer salesmanship 
in operation in other lines and we know from talk- 
ing to the managers of some of the stores usmg it 
that it works out very well. At Gary, Ind., there is 
an electric dealer who uses the plan with very good 
success. His method is about the same as that of the 
Virginia dealer except that immediately after a sale 
is made his service man calls on the customer ro see 
if everything is satisfactory and that the customer 
fully understands the machine (washer or cleaner). 
This being true he then informs the customer that 
the company has a little cooperative plan whereby 
the customer may secure the machine free by rec- 
ommending it to friends. “All we ask you to do is to 
tell your friends about it and if they seem interested, 
just send us their names on one of these cards 
(special prospect cards printed for this purpose) 
which we will use as a record of your having sent 
us the name, and we will call on them. If we are 
successful in selling them within thirty days we will 
pass you a credit of $5.00.’ 

This company makes many sales in this way not 
only of washers and cleaners but of other merchan 
dise carried. Cards are also used in connection with 
their direct-by-mail list, names thus secured are 


Pay 


usually classed as “Extra Good Prospects. 
Advertising in the Movies 

To “get your advertisement over” in the movie 

you will have to conform to the methods of the pro- 


ducers of feature films, and as they do, you will 
have to employ pictures that are different and of 


such design and so worded that they will “get over” 
in a flash and yet leave an impression. From obser- 
vation and by questioning several people regarding 
“what’s coming to such-and-such movie theatres” 
the sketch shown here is offered as a suggestion for 
those who are contemplating using advertising 
slides. This little ad contains but eleven words and 
is designed to attract attention by the use of a layout 
suggesting the theatrical, which “gets the eye of the 
movie fan” and causes him to read the short an- 
nouncement, “Now Showing at the Gas Company’s 
Store—The New GASCO Rrange.” Try it out! 
Even though reproduced on this page to about one- 
one-hundredth of the size that it would appear on the 
“silver sheet,” did it not do all that you can hope to 
do with a slide—attract your attention and register 
the fact that there was now showing at the Gas 
Company’s Store The New Gas Co. Range?’ 
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The Company is known by the employes it keeps, 
therefore it is up to every employe to cultivate gen- 
uine courtesy and exercise forbearance and patience 
in dealing with all customers, prospective customers 
and folks in general. 


Your duty as an employe of a public utility de- 
mands that you reply to inquiries for information 
fully and courteously. 


\cquire an honest desire to please and be pleasant. 
The employe who serves himself best first serves the 
public well, pleasantly, courteously and therefore has 
no: fear of the “pink slip.” Old stuff—yes—but you 
know it’s worth repeating, ’specially in the Fall, 
when people will be soon visiting the salesrooms in 
large numbers. 
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Use Your Wits in Selling 


A few clever stunts and quick thinking that got the business 


Frank H.. Williams 


The salesman is always called upon to use his wits 
in selling, in overcoming handicaps and unfavorable 
frame of mind in the prospective purchase. How 
others succeed in getting sales across under difficult 
conditions is always interesting to the wide-awake 
salesman. For what another has done, he can do him- 
self. This article is worthy of attention by those 
who can learn from their fellows. 


HE salesman in charge of the salesroom of a 

middle western gas company was having a 

great amount of difficulty in selling a water 

heater to a feminine customer. The customer was 

very evidently interested in the proposition but the 
matter of price was holding her back. 

“We'd like to have the water heater in our home, 
all right,” said the customer, “but my husband set 
a price | was to pay and told me not to go over it and 
your price is $10 more. I guess we can’t buy it.’ 

“Of course you own your own home?” queried 
the salesman. 

“Yes.” 

“Did you pay cash for it or buy it on the payment 
plan?” 

The customer looked a trifle offended at first at 
this rather personal question. 

“Believe me,” said the salesman, seeing that she 
was taken back a bit, “I have a good reason for ask- 
ing you. And, I might say, that’s the way I bought 
my home and I think it is the best way ever.” 

“Yes, we bought our home on the payment plan,” 
said the woman at last. 

“And now you have a home where, otherwise, you 
wouldn’t have had one. If you had haggled over 
the price of the house and decided it was too much 
for you to pay, you'd probably still be paying rent 
And the same thing is true of this heater. By pur- 
chasing it on the payment plan, you'll distribute the 
cost over a long period. You won’t notice the pay- 
ments at all and you'll have something in your home 
which will make it much more valuable if the time 
should ever come when you want to sell it.” 

The woman hesitated for just a moment or so at 
this. Then a look of determination came into her 
face. 

“T’'ll sign up for the heater on the payment plan,” 
she said. “We’ve got to have it and, as you say, by 
getting it this way we won't notice the cost much.” 


An Answer to the Price Question 


Isn’t there a worth while suggestion in this for 
other salesmen who have difficulty in selling gas 
appliances because of the price question? So many 
people purchase their homes nowadays on the pay- 
ment proposition and are so enthusiastic about the 
plan, that it seems as though it is only good business 
for the gas company to hook up its own payment 


propositions with the home purchasing plan, when- 
ever it is possible to do so. 

There probably is, likewise, another worth while 
idea in the experience of another gas company sales- 
man in putting over a difficult sale of a gas range 
with a man and wife who had about made up their 
minds to purchase an electric stove. 

This couple, before finally making the purchase of 
the electric range, had come into the gas company’s 
office to take a look at the gas ranges and compare 
them with the range they had in mind. Their minds 
were all set on the purchase of the electric stove, and 
the visit to the gas company was, really, merely a 
sort of shopping trip. 

However, the salesman who showed them the gas 
ranges felt that he would be passing up a mighty 
good bet if he let the couple get out of the establish- 
ment without signing them up for a gas range. So 
he played up all the best selling points of his ranges 
in an interesting way and secured their attention. 
Sut he failed, as he realized, in convincing them that 
the gas range was superior to the range they had in 
mind. 


Turning the Tables 


It looked very much like a lost sale but the sales- 
man was resourceful and persistent and he finally 
got an inspiration for putting the deal across. 

“This range is for your own use, isn’t it?” queried 
the salesman. 

“Yes,” said the woman. “My husband and I are 
moving into a small, new home on the outskirts of 
the city. Our children are married and now we’ve 
got this nice new home to spend the rest of our lives 
in. And we want everything in the house fixed up 
just as nice and comfortable as possible.” 

“T see,” said the salesman. “You want everything 
just as convenient as possible and everything to move 
along smoothly without any fuss or worry. You 
don’t want to have to bother with a lot of things.” 

“That’s the idea,” the man of the couple exclaimed 
at this. “We want to take things easily now.” 

“Of course,” then said the salesman, “you had a 
gas range in the old house?” 

“Yes,” said the woman, “and I must say that it al- 
ways was perfectly satisfactory.” 

“Well, then,” cried the salesman, “wouldn’t you be 
taking a chance if you changed over to some new 
fangled sort of a stove now? You want things com- 
tortable and easy. You don’t want to have to learn a 
lot of new things now when you are ready to rest. 
Then why in the world not get a new gas range of 
the sort you are familiar with and not monkey 
around with a lot of new stuff with which you are un- 
familiar ?” 

The couple looked surprised at this. 

“T’d never thought of that!” cried the woman. 

“Well, it’s worth thinking of,” the salesman said. 
“The range is the most important piece of furniture 
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in your kitchen. If you have a range in the kitchen 
that you are familiar with and not afraid of, you'll 
feel much more at home and comfortable in your 
kitchen than you would otherwise.” 

“That sounds like good sense to me,’ 
husband. 

And in a very short time the sale had been made. 


People Do Not Like to Change 


Surely other sales could be put over in much the 
same way as this. And in making sales this point 
should always be remembered—old people like to buy 
things with which they are thoroughly familiar, as 
a rule, while young people want the new things and 
the innovations. 

There will also probably be found to be a good 
sales pointer in the following clever sales stunt put 
over by a middle western gas company salesman who 
was making a house-to-house canvass in the effort to 
sell more gas appliances. . 

When the salesman called at one of the good 
homes in one of the best residential sections of the 
city, he found that the mistress of the home was a 
keen-faced, energetic young woman who seemed to 
be in a big hurry. 

“Have you a gas water heater in your house ?” the 
salesman queried as an opening. 

“Yes, we have,” said the woman, “and we don’t 
want anything else in your line and I’m in a big 
hurry.” 

The salesman saw he’d have to work quickly if he 
made any sale or got anywhere at all. So he gave a 
quick glance at the woman and saw a smudge of 
black on her elbow and another smudge of black on 
her cheek. He came instantly to the conclusion that 
there was only one explanation of these black 
smudges—the woman was painting something and 
it seemed reasonable to think that the article being 
painted was a range or stove. 

But how could he cash in on this knowledge ? 


erica the 


A sharp Salesman 


For an instant he considered the matter and then 
had a flash of inspiration. 

“Are you getting all the pressure you should get 
from the burners on your gas range?” he questioned. 

“No,” said the woman. “The flames are very 
small. Can you help it?” 

“Let me look at the range,” said the salesman. 

The woman led the way into the house, the sales- 
man looked at the range, saw it was an old one as he 
had surmised and then turned the talk around until he 
finally sold a new range. 

How did he know the pressure at the burners 
wasn't what it should be? 

He surmised that if the woman was painting the 
stove it must be an old stove and if she was doing it 
herself, she wasn’t in the habit of calling on outside 
help. So he figured that the pressure in the old 
range couldn't be right and that the woman hadn’t 
asked for help from the gas office to remedy the 
trouble. And so the sale was made. 

Aren't there some worth while pointers in all this 
fer other salesmen? 


SOME NOVEL WINDOW DISPLAYS 
By Ernest A. Dench 


(Continued from Page 170) 


framed pictures showed the many ways a house- 
wife could use the hot water heater. A card in front 
of each picture explained just what the picture 
meant. The first picture showed a lady running 
steaming hot water into a bath tub. This was the 
third floor bathroom. The second picture showed 
the second floor bathroom. The third picture was 
the kitchen and the fourth the laundry, proving that 
the water heater supplied hot water instantly for all 


three floors. 


Convincing Through Cards 


Another display by the United Gas Improvement 
Co. convinced the passer-by through window cards. 
»f the 
wonderful satisfaction derived from the hot water 
heater. In front of a draped window stood a large 


At the background were several cards telling 


boiler. At the right and left sides were hot water 
heaters. Down in front were two large cards, 
propped on stands. They read: 
“The Automatic Gas Water Heater is a practical 
device for Heating Water. 
and supplies 


Needs no attention 


HOT WATER IN A JIFFY 
by turning the faucet you get all the hot water 
you want. Shutting off the faucet automatically 
shuts off the gas in the heater.” 


“Try One of These 
WATER HEATERS 


in your home for a month. If you like it take a 

whole year to pay for it. If not we will remove it. 

Down in front were four pictures showing the dif- 
ferent ways a heater could be used. 


Educating the People 


It is surprising how many people are always on the 
point of having water heaters installed. Lots of 
them have it done, of course, and many more shiver 
and shake in a tub half filled with tepid water. It is 
the same way with heating a house. There is always 
one room in every house that is hard to heat. It is 
up to you to get after these people and sell them 
heaters. Most of them simply need a tew more 
arguments to convince them. 





Interesting Program Arranged for 
A. G. A. Convention 


Features outlined in attractive booklet 


\ssociation has issued an at- 
tractive eight-page booklet giving a list of the activi- 
ties of their fifth Annual Convention aad Exhibition 
to be held during the week of Oct. 15 at Atlantic 
City, N. J. The following is a program of the Busi- 
ness Sessions, which is subject to change or rear- 
rangement: 


The American Gas 


GENERAL SESSIONS 
Convention Hall—Ocean End of Steel Pier) 


Tuesday Morning, October 16, 10 o’clock 

Meeting called to order and opening remarks—R. B. 
Brown, President, Milwaukee Gas Light Co., 
Milwaukee, Wis. 

Report of Secretary-Manager—Oscar H. Fogg. 

Report on Membership, Election of Active (Individ- 
ual) Members. 

Report of Treasurer—H. M. Brundage, Consolidated 
Gas Company, New York, N. Y. 

Address of the President—R. B. Brown. 

Amendments to Constitution and By-Laws—Wm. J. 
Clark, Chairman, Westchester Lighting Co., Mt. 
Vernon, N. Y. 

Report of Nominating Committee and Election of 
Officers—C. M. Cohn, Chairman, Consolidated 
Gas, Electric Light & Power Company, Balti- 
more, Md. 

Report of Time and Place Committee (1924 Meet- 
ing),—S. E. Mulholland, Chairman, Northern In- 
diana Gas & Electric Company, Fort Wayne, Ind. 

“Taxes—and the Utilities’—P. H. Gadsden, The 
United Gas Improvement Company, Philadel- 
phia, Pa. 

Address by the Hon. Dwight N. Lewis, member of 
the Iowa Board of Railroad Commissioners and 
President National Association of Railway and 
Utilities Commissioners. 

Address by the Hon. Carl D. Jackson, General Coun- 
sel, American Gas Association. 


Executive Session 


(Only Company Member Delegates eligible to atend) 
Election of Company Members. 

Election of Directors. 

Election of 1924 Nominating Committee. 

Election of Committee on Resolutions. 


Wednesday Morning, October 17, 10 o’clock 
Reports of Committees: 
Accident Prevention—F. W. Fisher, Chairman, 
Rochester Gas & Electric Corp., Rochester, N. Y. 
Gas Standards and Service—J. B. Klumpp, Chair- 
man, The United Gas Improvement Company, 
Philadelphia, Pa. 

Rate Structure—T. V. Purcell, Chairman, The Peo- 
ples Gas Light & Coke Company, Chicago, III. 
The Status of the National Gas Safety Code—W. 

R. Addicks, Chairman, Sectional Committee on 





National Gas Safety Code, Consolidated Gas 
Company, New York, N. Y. 

Gas Appliance Specifiications—W. T. Rasch, Chair- 
man, Consolidated Gas Company, New York, 
N. Y. 

Consolidated Report of Other General Committees— 
Oscar H. Fogg, Secretary-Manager. 

\ddress, “Sales Development and Its Relation to the 
Gas Business”—P. S. Young, Public Service Gas 
Company, Newark, N. J. (For the Commercial 
Section). 

\ddress—Col. Robert R. McCormick, Publisher The 
Chicago Tribune. (For the Publicity and Adver- 
tising section). 

\ddress, “Selling the Intangible’”—J. G. Jones, Vice- 
President and Director of Sales and Advertising, 
\lexander Hamilton Institute, New York, N. Y. 
(For the Manufacturers’ Section). 


Wednesday Evening, October 17, 8 o’clock 
Public Relations Symposium 


(Rose Room—Hotel Traymore) 


\ddress, ”’State Versus Local Regulation”—The Hon. 
Edgar M. Blessing, Public Service Commission 
of Indiana. ; 

Address, “Public Relations from the Commission 
Point of View”’—The Hon. Harry’ G. Wells, 
Massachusetts Commission of the Department 
of Public Utilities. 

Address, “The Three Part Rate in Kansas”—The 
Hon. Clyde M. Reed, Chairman, Kansas Public 
Utilities Commission. 

\ddress, “Public Ownership” 
erhill, Mass. 


Thursday Morning, October 17, 10 o’clock 


Report of Committee Representing A. G. A. Mem- 
bership in the Chamber of Commerce of the 
United States of America—D. D. Barnum, Na- 
tional Councillor, Boston Consolidated Gas Co., 
3oston, Mass. 


F. G. R. Gordon, Hav- 


Address, “The Importance to the Gas Companies of 
the Sales of Industrial Gas”—Charles A. Mun- 
roe, Vice-President, The Peoples Gas Light & 
Coke Co., Chicago, Ill. 

(For the Industrial Gas Sectyon) 

\ddress, “Experience of the British Gas Industry 
under the “Therm’ Regulations’—Dr. E. W. 
Smith, Woodall-Duckham and Jones, Ltd., Lon- 
don, England. 

(For the Technical Section) 

\ddress, “Public Relations—Their tmprovement 
Through Gas Company Personnel”—P. H. Gads- 
den, Vice-President, The United Gas Improve- 
ment Company, Philadelphia, Pa. 

(For the Accounting Section) 
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ACCOUNTING SECTION 
(Vernon Room—Haddon Hall) 
Tuesday Afternoon, October 16, 2 o’clock 

Opening Remarks and Report of Chairman—J. W. 
Heins, The United Gas Improvement Company, 
Philadelphia, Pa. 

Report of Nominating Committee and Election of 
Officers—Ewald Haase, Chairman, Milwaukee 
Gas Light Co., Milwaukee, Wis. 

*Report of the Exhibition Committee—P. D. War- 
ren, Chairman, The Peoples Gas Light & Coke 
Company, Chicago, IIl. 

Report of the Committee on Relations with Custom- 
ers—-A. L. Jossell, Chairman, The Peoples Gas 
Light & Coke Co., Chicago, III. 

1. Development and Education of Personnel—A. 

F. Short, Providence Gas Co., Providence, R. I. 

Credit and Collection Policies and Contractural 

Relations with Customers—J. M. Roberts, The 

_— Gas Light & Coke Company, Chicago, 

Ill. 

Wednesday Afternoon, October 17, 2 o’clock 
(Report of the Committee on Relations with Cus- 
tomers—Continued) 

3. Co-ordination of Order-Taking and Order-Ex- 
ecuting Departments—O. F. Porter, Public 
Service Gas Co., Newark, N. J. 

4. Complaints—G. M. Hergesheimer, The United 
Gas Improvement Company, Philadelphia, Pa. 

Report of the Budget Committee—F. H. Patterson, 
Chairman, Rochester Gas & Electric Corp., Roch- 
ester, N. Y. 

Report of the Insurance Committee—J. G. Reese, 
Chairman, Consolidated Gas, Electric Light & 
Power Company, Baltimore, Md. 

Report of the Committee on Uniform Classification 
of Accounts—W. J. Meyers, Chairman, United 
Electric Light & Power Co., New York, N. Y 


Thursday Afternoon, October 18, 2 o’clock 

Report of the Committee on Fixed Capital Records— 

H. J. LaWall, Chairman, The United Gas Im- 
provement Co., Philadelphia, Pa. 

Report of the Committee on Customers’ Accounting: 

1. Comparative Cost Statistics—W. G. Murfit, 

Bucks County Public Service Co., Newtown, 

Pa. 

“Merchandise Accounting’—A. R. Keller, 

Syracuse Lighting Company, Syracuse, N. Y. 

3. “Bookkeeping Without Books’—W. H. Cas- 
sell, Consolidated Gas, Electric Light & Power 
Company, Baltimore, Md. 

Report of the Committee on State Representatives— 
James Lawrence, American Light & Traction 
Company, New York, N. Y. 

COMMERCIAL SECTION 
(Auditorium, Second Floor, Steel Pier, Boardwalk 
Front) 

Tuesday Afternoon, October 16, 2 o’clock 
(Meeting Jointly with Industrial Gas Section) 
Opening Remarks—Wm. Gould, Chairman, Gas & 

Electric Improvement Company, Boston, Mass. 

Report of Nominating Committee and Election of 

Officers—Dorsey R. Smith, Chairman, Consoli- 


a 





nN 





dated Gas, Electric Light and Power Co., Balti- 
more, Md. 

Address of the Chairman—Wm. Gould. 

Presentation of Prizes in Appliance Sales Per Meter 
Contest—R. B. Brown, President, Milwaukee 
Gas Light Company, Milwaukee, Wis. 

Address, “Modern Merchandising Methods—Their 
Application to the Gas Business”—Speaker to be 
selected. 

“How to Get Industrial Gas Business’—E. G. De 
Coriolis, Industrial Engineer, Lowell Gas Light 
Co., Lowell, Mass. 

(Presented for the Industrial Gas Section) 

“House Heating”—G. I. Vincent, Manager, Syracuse 
Lighting Company, Syracuse, N. Y. 

Report—Sales Stimulation Committee—Sales Effort 
Twelve Months of the Year—J. E. Davies, Chair- 
man, The Peoples Gas Stores, Chicago, Ill. 
Wednesday Afternoon, October 17, 2 o’clock 

Report of Committee on Retail Pricing—A. P. Post, 
Chairman, Interstate Appliance Corporation, 
Philadelphia, Pa. 

Window Displays as Business Getters—L. E. Lind- 
say, Manager, Display Section, The Peoples Gas 
Stores, Chicago, Ill. 

(A step by step demonstration of how to plan and 

arrange gas merchandise displays.) 

The Home Economics Service Department in Its Re- 
lation to Gas Sales—Philmer Eves, Chairman, 
New Haven Gas Light Co., New Haven, Conn. 

What Makes Your Holder Go Down at Night ?—-Ja- 
cob B. Jones, Supt., Bridgeton Gas Light Co., 
Bridgeton, N. J. 

(Supplemented wth special display of gas fixtures 

and lighting units.) 
Thursday Afternoon, October 18, 2 o’clock 

Supporting Your Sales Organization with Proper In- 
stallations and Servicing of Water Heaters—G. 
C. Carnahan, Manager, Heating Division, The 
Peoples Gas Light & Coke Co., Chicago, [ll. (Il- 
lustrated.) 

Refrigeration—A Vast Domestic Field for Gas—H. 
D. Valentine, Asst. Mgr., Heating Division, The 
Peoples Gas Light & Coke Company, Chicago, 
Ill. (Illustrated.) 

Report of Committee on Co-operation with the 
Plumbing Dealer (Open Discussion}—F. H. 
Knapp, Chairman, Pittsburg Water Heater Com- 
pany, Pittsburgh, Pa. 


INDUSTRIAL GAS SECTION 
(Chalfonte Hotel, Ist Floor, Room 20) 
Wednesday Afternoon, October 17, 2 o’clock 

Opening Remarks and Report of Chairman—R. M. 
Searle, Rochester Gas & Electric Corporation, 
Rochester, N. Y. 

Report of Nominating Committee—E. D. Milener, 
Chairman, Consolidated Gas, Electric Light and 
Power Co., Baltimore, Md. 

Election of Chairman and Vice-Chairman. 

Presentation of Industrial Booklets : 

Wholesale Baking—H. M. Henry, Combustion 
Utilities Corp., New York, N. Y. 
Steam Boilers—H. Vittinghoff, Stone & Webster 
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Company, Baston, Mass. 

Large Volume, Water Heating—W. T. Rasch, Con- 
solidated Gas Company of New York. 

Hotel and Restaurant Uses—J. B. Allington, Roch- 
ester Gas & Electric Corporation, Rochester, 
N. Y. 

House Heating—E. D.-Milener, Consolidated Gas, 
Electric Light and Power Co., Baltimore, Md. 
Combustion—H. O. Loebell, Combustion Utilities 

Corp., New York, N. Y. 

General Discussion on Industrial Booklets. 
Thursday Afternoon, October 18, 2 o’clock 
General Discussion on Progress in Industrial Appli- 

ances. 


MANUFACTURERS’ SECTION 
(Auditorium, Second Floor, Steel Pier, Boardwalk 
Front) 


Monday Afternoon, October 15, 2 o’clock 

Address of Chairman—Frank A. Lemke, Humphrey 
Company Div., Kalamazoo, Mich. 

Report of Nominating Committee—John S. DeHart, 
Jr., Chairman, Isbell-Porter Company, Newark, 
N. J. 

Election of Chairman and Vice-Chairman. 

Introduction of New Officers. 

Report of Committee—Standard Gas Appliance 
Specifiication—Wm. T. Rasch, Chairman, Con- 
solidated Gas Co. of New York, New York, N. Y. 

New Business. 

Adjournment. 


PUBLICITY AND ADVERTISING SECTION 
(Chalfonte Hotel, First Floor, Room 17) 
Wednesday Afternoon, October 17, 2 o’clock 
Opening Remarks and Report of Chairman—B. J. 
Mullaney, The Peoples Gas Light & Coke Coin- 

pany, Chicago, Ill. 

Report of Nominating Committee and Election of 
Officers—A. W. Hawks, Jr., Chairman, The Con- 
solidated Gas, Electric Light and Power Co., 
Baltimore, Md. 

Address by a Prominent Public Service Commis- 
sioner. 

Address, “Public Relations Work on the Pacific 
Coast”—Frank A. Leach, Jr., Vice-President, Pa- 
cific Gas & Electric Company, San Francisco, 
Cal. 

Address, “What Newspaper Advertising Has Done 
for Our Company”—A. W. Hawks, Jr., Consoli- 
dated Gas, Electric Light & Power Co., Balti- 
more, Md. 

Thursday Afternoon, October 18, 2 o’clock 

Address, “The Importance of State Committee Work 
as Regulatory Bodies See It”—L. E. Gettle, 
Chairman, Railroad Commission of Wisconsin, 
Madison, Wis. 

Symposium—To be participated in by Officers, Di- 
rectors and Members of Public Utilities Adver- 
tising Association and Chairmen and Directors 
of State Public Utility Information Committees, 
as follows: 

Public Utilities Advertising Association Officers: 





President—W. P. Strandborg, Portland, Oregon. 
Vice-President—J. C. McQuiston, East Pittsburgh, 
Pa. 
Secretary—C. W. Person, New York City, N. Y. 
lreasurer—B. J. Mullaney, Chicago, III. 
TECHNICAL SECTION 
(Convention Hall, Ocean End of Steel Pier) 
Tuesday Afternoon, October 16, 2 o’clock 

Opening Remarks and Report of Chairman—F. C. 
Weber, Henry L. Doherty & Co., New York, 
N. Y. 

Report of Nominating Committee and Election of 
Officers—C. N. Chubb, Chairman, United Light 
& Railways Co., Davenport, Ia. 

Paper, “The Regional Service of Coal”—O. P. Hood, 
Bureau of Mines, Washington, D. C. 

Report of the Committee on Carbonization and 
Complete Gasification of Coal—R. G. Porter, 
Chairman, Philadelphia Suburban Company, 
Chester, Pa. 

Wednesday Afternoon, October 17, two o’clock 
Report of the Committee on Standardization of 

Meter Capacities—Walton Forstall, Chairman, 
The United Gas Improvement Co., Philadelphia, 
Pe. 

Report of the Committee on Distribution Design— 
R. G. Griswold, Chairman, Henry L. Doherty 
& Company, New York, N. Y. 

Paper, “Denver’s House-heating Experience’—T. M. 
Foulk, Denver Gas & Electric Light Co., Denver, 
Colo. 

Report of the Coke Committee—V. A. Miller, Chair- 
man, Rochester Gas & Electric Corp., Roches- 
ter, N. Y. 

Thursday Afternoon, October 18, two o'clock 

Report of the Committee on Fundamentals of Con- 
densing and Scrubbing—W. H. Earle, Chairman, 
Rochester Gas & Electric Corp., Rochester, N. Y. 

\ddress (covering research into the fundamental 
principles of condensing and scrubbing; exact 
title to be advised later)—Prof. W. K. Lewis 
and Prof. W. H. McAdams, Massachusetts In- 
stitute of Technology, Boston, Mass. 

Report of Chemical Committee—A. C. Fieldner, 
Chairman, Bureau of Mines, Pittsburgh, Pa. 
Report of the Committee on Deposits in Gas Pipes 
and Meters—Dr. R. L. Brown, Chairman, Bureau 

of Mines, Pittsburgh, Pa. 

Report of the Committee on Purification—Dr. A. R. 
Powell, Chairman, The Koppers Company, 
Pittsburgh, Pa. 

Paper, “Liquid Purification”—F. W. Sperr, Jr., The 
Koppers Company, Pittsburgh, Pa. 

The program arranged by the Entertainment Com- 
mittee includes an informal dance Tuesday evening, 
tending the Convention on Wednesday afternoon, 
October 16, a card party and tea for the ladies at- 
and a Festival Night on Thursday evening. 

Arrangements have also been made with the Sea- 
view Golf Club for extending privileges of their 
course and house to members desiring to play. 

Cooking Demonstrations and Lectures will be 
given by Miss Ida Bessie Swan of the Public Service 
Gas Co. of Newark, N. J. 
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Canadian Gas Men Hold Convention 


Large Crowd of Delegates Addressed by Mayor and Hear Interesting 
Papers 


With an unexpectedly large at- 
tendance from the different Canad- 
ion provinces and from the United 
States, the sixteenth annual. con- 
vention of the Canadian Gas Asso- 
ciation held its sixteenth annual 
convention from Aug. 23 to 25, 
1923, in the Chateau Laurier. Some 
150 delegates were present. 

On August 23 there were 
speeches of welcome from Mayor 
Frank Plant, the president’s an- 
nual address, given by Col. D. R. 
Street of Ottawa, the head of the 
association, and the various re- 
ports of the association. 

Tributes were paid very gener- 
ally to the activity, ability and or- 
ganizing genius of Col. Street, 
president of the association, 
whom the chief credit for the big 
gathering this year is due. Col. 
Street has given a great deal of 
time and attention to the affairs of 
the association and in consequence 
it is in better shape both finan- 
cially and as an active and effec- 
tive organization than ever before. 
At the close of his address 
speeches to this effect were deliv- 
ered and he was heartily thanked 
by the association. 

Col. Street in opening stated he 
believed in punctuality and called 
the convention together promptly 
at 10.30, the scheduled opening 
time. 

Messrs. A. A. Dion, Ottawa, and 
\. Hewett, of Toronto, moved the 
acceptance of the minutes as read, 
they having been printed in the an 
nual report. This was adopted. 


Welcome by Mayor Plant 


Col. Street then called on Mr. A. 
\. Dion to formally introduce 
Mayor Plant of Ottawa, who was 


there to welcome the visitors. Mr. 
Dion said that Mayor Plant needed 
no introduction to Ottawa people, 
and to visitors it would be suff- 
cient to tell them that Mayor Plant 
had now been elected to the chiet 
magistracy of Ottawa for the third 
successive time. He did not know 
how much longer Mayor Plant in- 
tended to continue running for 
office, but it was pretty well under- 
stood that if he ran again he would 
get the job. (Applause.) The 
mayor was prepared to offer the 
delegates the keys of the city. 
However, Ottawa people would 
not know just what to do with 
the keys: this was so orderly a 
city that the people of Otawa 
never locked up anything. (Ap- 
plause. ) 

Mayor Plant stated that he ap- 
preciated the fine reception and 
the kind words that had been said 
about him by Mr. Dion. He was 
pleased to extend a welcome to the 
sixteenth annual Canadian Gas As- 
sociation convention. It was his 
duty to extend this welcome, but 
it was a pleasure also. Being in 
public life, he came into contact 
to a large degree with men who 
possessed the art of gas and was 
in a position to speak of it with 
some authority. 


U. S. Visitors Welcome 


It was fiting that the gas com- 
pany representatives of Canada 
and their confreres from the 
United States should meet to- 
gether and discuss their mutual 
problems. He welcomed also men 
of kindred and allied industries 
who were present. The mayor told 
the story of the Hebrew who was 
coing to Aberdeen, Scotland, not 









to make money, but to complete 
his education, and suggested the 
delegates had come to Ottawa for 
a similar purpose. In Ottawa the 
people felt they had an up-to-date 
gas company. Men such as 
(Thomas Ahearn, Waren Y. Soper, 
Col. D. R. Street and A. A. Dion, 
who headed the Ottawa company, 
were splendidly representative cit- 
izens and men who would be an 
asset to any community. 

The mayor was pleased that the 
convention included men of both 
privately owned and _ publicly 
owned gas companies. Theré are 
differences at times between com- 
panies differently controlled but it 
is well that the men who control 
the public and the private utilities 
should become the bond holders 
and thus in a sense a privately 
owned company would become 
publicly owned. In conclusion he 
expressed the hope that every one 
would enjoy himself in Ottawa— 
the convention city of Canada. 


The Toronto Precedent 

Mr. Hewitt, manager of the Con- 
sumers Gas Company, Toronto, 
thanked the mayor for his pres- 
ence. The convention knew they 
had the right Street in Ottawa and 
they now discovered they had also 
a fine Plant. Mayor Plant has 
only been elected to office three 
times, but in Toronto they had 
elected Mr. Thomas Church mayor 
seven times. He did not think Ot- 
tawa should take a back seat to 
Toronto in such precedent. 

Mr. Hewitt pointed out that the 
gas industry was the oldest in Can- 
ada. The Toronto company had 
been in business 75 years and the 
Ottawa company over 70 years and 
had in that time been giving con- 
timuous and uninterrupted service. 
He doubted if that could be said of 
any other Canadian industry. He 
welcomed the many fraternal del- 
egates from United States points 
for the interest they took in and 
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the help they were willing to af- 
ford through their experience in 
the mater of Canadian problems. 

Col. Street pointed out especially 
to the American delegates that 
they were meeting on a_ historic 
spot, as Col. By had built his house 
7 years ago almost on the site 
where the Chauteau Laurier was 
now standing. 

Mr. Ernest A. Hills, Toronto, 
acting secretary-treasurer, read 
the financial report of the associa- 
tion, showing it to be in a prosper- 
ous condition, and also the report 
of the various meetings of the ex- 
ecutive during the year. 

Col. Street’s Address 

Col. Street in his annual presi- 
dential address paid a tribute to 
the officers of the association for 
the manner in which they had 
backed up efforts towards better- 
ment during the year. He also 
stated that Mr. E. A. Hills, the 
new acting secretary-treasurer, 
had performed his _ responsible 
duties satisfactorily to every one. 

He welcomed the co-operation 
of the members of the American 
associations. He referred to the 
collective local viewpoint as hav- 
ing a national value. Col. Street 
said the papers this year were of a 
most practical and valuable kind 
and had been carefully prepared by 
men who were authorities on the 
various subjects they discussed. He 
invited a most careful discussion. 

Canada this year had not added 
to its gas companies but all the 
existing ones were kept going, and 
the output was up to previous 
years. Gas was supplied in Canada 
in active opposition to cheap elec- 
tric power at prices cheaper than 
anywhere else in the world. 

Research work was going on. 
The universities were taking it up 
and the various companies had 
offered to cooperate with the 
scientists in achieving a cheaper 
gas. Interesting experiments had 
been carried on last year and were 
still in progress. 

Local Company’s Start 

Col. Street recalled that the Ot- 
tawa Gas Company was organized 
in April, 70 years ago. Dr. Ham- 
nett Hill, grandfather of Mr. H. P. 
Hill, ex-M. L. A., was elected pres- 
ident and Mr. Alex. Workman was 
a director. His nephew, Mr. 


4) 


Thomas Workman, is now a di- 
rector. 


Some of the prominent men in 
attendance this year are: Mr. 
Steere, of the Steere Engineering 
Co., Detroit; Mr. Merrill N. Davis, 
of Bradford, Penn., representing 
coal interests; Mr. C. T. Chisholm, 
Chicago, representing gas stove 
manufacturers; Mr. J. C. Clifford, 


Pittsburgh, Penn., representing 


gas engineering; Mr. H. Hum- 
phrey, Kalamazoo; Mr. W. Witt- 


ley, of the Pennsylvania coal 
fields; Mr. Wm. Brill, Pittsburgh, 
Rudd gas heater, and many others. 


New Officers 


The new officers for the coming 
vear were elected as follows: 

President, C. A. Jeffries, of To- 
ronto; vice-president, E. R. Ham- 


ilton, of Halifax; second vice-presi- 
dent, Bi 19 Humphreys, of Mon- 
treal; acting secretary treasurer, 
EK. A. Hills, of Toronto. 

The executive committee re- 
mains the same as last year. Mr. 
Geo. Hobbs, of the Ruud Co., was 
elected on the Manufacturers Sec- 
tion of American Gas Association 
in place of Mr. Gibson, of Toronto, 
who resigned. 

The convention was attended by 
200 delegates. A very enjoyable 
time was had by all. The papers 
were interesting and thoroughly 
discussed. Credit is due to the 
Ottawa Gas Co. for the manner in 
which the company made the ar- 
rangements for taking care of the 
delegates. 


Plan for Attacking the European 
Public Ownership Bugaboo 


The following was sent by the 
members of the Public Utilities Ad- 
vertising Association by W. P. 
Strandborg, president: 

Herewith is the outline of a plan 
for conducting a broadside inves- 
tigation of public ownership in 
Europe that I would like to submit 
to you for your comment and con- 
sideration. 

In the first place, so far as I 
know, there has never been any 
systematic, comprehensive or thor- 
ough investigation made of the 
numerous phases of public owner- 
ship in Europe. For years the 
various public utilities of this 
country have been pestered by all 
sorts of individual reports and 
stories dealing with individual util- 
ity projects in European countries 
and it has been rather difficult to 
analyze these informal statements 
in order to determine just how 
much reliance could be placed upon 
them. For my own part, I do not 
believe one-tenth of the stuff that 
has been published in this country 
concerning the conditions that exist 
over there. 

It has, therefore, been my 
thought ever since it was decided 
to hold the World’s Advertising 
Convention in London next year 
that it would be a splendid oppor- 
tunity for our public utilities adver- 
tising association to form a strong, 
representative and well equipped 
delegation which could take in the 


London convention and then sit as 
a commission, preferably in Lon- 
don, and conduct formal hearings 
into every phase of government 
ownership in Europe. It is my idea 
to invite prominent public utilities 
men from all the leading countries 
in Europe to attend these hearings 
and be prepared to present to us 
every vestage of information that 
might have material bearing on the 
entire subject. I would include in 
these hearings the railroads, tram- 
ways, light and power, gas, tele- 
phone, water—in fact every phase 
of the utility industry. 

I would organize our delegation 
into a formal commission that 
would have recognized standing 
among the utilities of this country. 
I would give it a name something 
like this—“The Public Ownership 
Research Commission of America,” 
or some title that would define its 
specific purpose. 

The definite purpose of this com- 
mission would be not only to con- 
duct the investigation along the 
line I have given above, but also 
to prepare official reports and to ar- 
range for their publication and na 
tionwide distribution upon the 
return of the commission to this 
country. We would, of course 
have to secure the co-operation of 
the leading utilities organizations 
of this country to make this distri 
bution effective. 

As to personnel of the commis- 
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sion, | think I would limit it to 
about twenty-five men, every one 
of them to be hand-picked men 
equipped to handle a definite phase 
of the subject. It is my belief that 
the men best fitted for the charac- 
ter of investigation I have in mind 
are those who have had experience 
in public relations work with large 
management corporations or the 
large industrial concerns whose 
business dovetails into the public 
utilities industry; also, representa- 
tives of the leading state commit- 
tees on public utility information, 
the national utilities association and 
such sectional utilities organiza- 
tions as would like to be repre- 
sented on this commission. 

The main purpose of forming this 
commission being to tell the story 
to the American public, we should 
have men who have been in the 
habit of telling the story of the util- 
ities to the public in the past. In 
order to assist in the efficient dis- 
patch of the work by this commis- 
sion, I would ask the national util- 
ities to designate one or two legal 
representatives, one or two engi- 
neers and one or two operating men 
to act as advisors for the commis- 
sion. It would also be essential 
that we establish as early as pos- 
sible a contact committee, prefer- 
ably in London. That should be 
one of the first steps taken. The 
duty of this contact body would 
be to get in touch with all phases 
of public ownership of utilities in 
Europe, to invite the proper util- 
ities men to attend the commission 
hearings and to see that all the 
documentary, engineering and op- 
erating data necessary is available 
for the use of the commission. 

We would probably need some 
financial assistance, but I do not 
believe the far-sighted utilities ex- 
ecutives of the country would with- 
hold that support when they under- 
stand the far-reaching purpose of 
our plan. It would certainly be of 
great value to have available at al) 
times the official findings of such a 
commission as we propose to cre- 
ate. I have no idea as to the exact 
amount of money needed to prop- 
erly handle this work, but we have 
been informed that the delegates 
who expect to attend the World’s 
Advertising Convention at London 
can finance their three-weeks’ trip, 
including traveling and living ex- 
penses, for approximately $400 
from New York to London and 


return. I presume it would not 
be difficult to secure the atten- 
dance of men on this commission, 
whose companies would be willing 
to finance the additional require- 
ments, which would be the hotel 
and living expenses for the addi- 
tional two-weeks’ stay in London 
which would probably not exceed 
$150 or $200. In other words, if 
the members of the proposed com- 
mission were able to _ finance 
themselves to the extent of $000 
each, | believe this would take 
care of everything. The only addi- 
tional expenses that I can forsee 
would be that involved in report- 
ing the proceedings of the com- 
mission and in the publication and 
distribution of the reports in this 
country. 

Ways and means should be un- 
dertaken to make this commission 
a permanent body functioning 
closely with the Contact Commit- 
tee in London which, of course, 
should be organized on a perma- 
nent basis at the same time. It is 
not too much to expect that the 
utility industry as a whole will 
desire that such a permanent clear- 
ing house for authoritative re- 
search and information be main- 
tained and will co-operate with us 
as the needs require and conditions 
warrant. 

In order to fully advise the ex- 
ecutive leaders in the public utility 
industry of this country of the pur 
pose and far-reaching scope of our 
plans, we should arrange as quickly 
a; possible to give the fullest pub- 
licity to the plan through all of the 
trade and business publications de- 
voted to the public utility industry 
and also arrange for securing co 
operation and support of the most 
prominent executive in the country. 
I am quite confident that we are 
fully equipped for looking after 
these matters readily and _ eff- 
ciently. 

Will you kindly discuss this plan 
with the executive head of your or- 
ganization and advise me as soon 
as possible what you think of the 
general plan. I hope you will 
criticize it frankly and I would like 
to know what chance there is of 
your going to London or having 
your organization represented. 

Very respectfully, 
W. P. STRANDBORG, 
President. 
Portland, Ore., Aug. 13, 1923. 


Gas Company Merger Proposed 


Oswego, N. Y.—At the hearing 
in Albany in relation to gas rates, 
Manager R. F. Burnett, of the 
People’s Gas and Electric Com- 
pany, disclosed the fact that a plan 
was under way to consolidate the 
gas plant of the local company and 
the Fulton Fuel and Light Com- 
pany. Mr. Burnett said that the 
plan was under consideration as a 
means of reducing the cost of gas 
in both cities. In both places, due 
in part to the relative small con- 
sumption, the cost is high and con- 
tinues to mount. 


In the event the consolidation is 
effected, it is believed the People’s 
(cas and Electric Company would 
continue the plant in this city and 
modernize the same, which also 
would bring about a reduction in 
the cost of manufacture. A pipe 
line would be built between the 
two cities to carry the supply and 
there would be a big reduction pos- 
sible by eliminating the cost of op- 
e-ation of one of their plants. 


In many parts of the country gas 
is carried through pipe lines for 
long distances and the project of 
transporting it from here to Fulton 
would not be heavy, engineers say. 


The pipe line would also make 
gas available for Minetta. 


P. G. & FE. Company officials said 
that there was nothing to be given 
out on the matter of consolidation 
plans. It was said that it was rec- 
ognized that the plan was a desir- 
able one, but that it was simply un- 
der consideration, and that negotia- 
tions were no place near consum- 
mation. 


Gas Company Buys Plant 


Albany, N. Y.—The Municipal 
Gas Company of Albany has ac- 
quired the property and franchise 
of the Atlantic Light and Power 
Company in the town of Coeymans. 
Initial plans call for the immedi- 
ate construction of a sixty cycle 
transmission line, costing $100,000. 
The new system will furnish power 
for the Feura Bush shops of the 
New York Central Railroad, the 
Albany Crushed Stone Corpora- 
tion and lighting the new bridge to 
span the river at Castleton. 
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Personal 

——_ . 

\tlanta, Ga.—The Georgia Rail- 
way & Power Co. and the Atlanta 
Gas Light Co. announces the ap- 
pointment of Milton E. Ailes of 
Atlania as a member of the public 
relations department of the com- 
pany. Mr. Ailes has been in 
charge of the Associated Press 
Bureau in Memphis, Tenn. 


Gas Man Is Honored by Electrical 
Association. 

Geo. L. Myers, assistant to the 
president of the Portland Gas & 
Coke Company and Pacific Power 
& Light Company, Portland, Ore- 
gon, was elected president of the 
Northwest Electric Light and 
Power Association at its Sixteenth 
Annual Convention, which was 
held in Seattle, Washington, and 
Victoria, British Columbia, June 
27, 28, 29 and 30. The associa- 
tion includes electric light and 
power companies in the states of 
Idaho, Montana, Oregon, Utah and 
Washington and the Territory of 
Alaska. 


Mr. Myers has not only been 
very active in the affairs of the 
Association of which he is now 
the head, but he has had an active 
part in the affairs of the Pacific 
Coast Gas Association. He has 
been a member of the board of di- 
rectors of the Association and 
chairman of its Committee on 
Legislation and Taxation. He is 
at the present time a member of 
the Committee on Public Relations 
and chairman of the Committee on 
Public Ownership ot Securities. 

Mr. Myers for some years past 
has had a very active part and 
leadership in public relations work 
of the two associations and among 
the electric and gas companies. 


\tlanta, Ga.—Oliver T. Harvell, 
who for some years has been con- 
nected with the Georgia Railway 
& Power Co., and the Atlanta Gas 
Light Co., as a commercial engi- 
neer, died recently at his home in 
Atlanta at the age of 40 years. 
Having been with the company for 
the past fourteen years, Mr. Har- 
vell was well known in public util- 
ity circles in the southern field as 
an engineer. 


Pacifiic Coast Get-Together 
Dinner 

More than 350 representatives 
of gas utilities on the Pacific Coast 
attended the annual Southern Cali- 
fornia get-together dinner held re- 
cently in Los Angeles. While the 
Southern California delegates pre- 
dominated at the dinner there was 
a number of gas men from Ta- 
coma, Seattle, Portland and other 
northwestern cities. 

The meeting was called to order 
by S. F. Wade, superintendent of 
operation of the Southern Counties 
Gas Company of California, presi- 
dent of the Pacific Coast Gas As- 
sociation. President Wade stated 
that because of the death of Presi- 
dent Warren G. Harding, the pro- 
gram for the dinner had been con 
siderably altered. Several enter- 
tainment features were entirely 
side-tracked and the meeting took 
a more serious turn. The follow- 
ing resolutions, presented at the 
meeting by Wm. Baurhyte, vice- 
president and general manager of 
the Los Angeles Gas & Electric 
Corporation, were unanimously 
adopted by the assembled guests: 

Resolved, That in the passing of 
WarrenG. Harding our country has 
lost a courageous, patriotic and 
wise president—one whose calm 
poise, gentle dignity and kindly 
manner earned and retained the 
love and esteem of his fellow-coun- 
trymen; and that to each of us has 
come the shock of a distinct per- 
sonal loss—the loss of a friend 
tried and true and who had the 
capacity to bear the burden and 
share the sorrow of others; and be 
it further 

Resolved, That our deepest sym- 
pathy be extended to the widow, to 
the father, and to the others who 
were near and dear to him; and 
that they may know we sorrow 
with them and wish that they may 
be strengthened in this hour of 
sore affliction by the knowledge of 
our love and admiration for their 
illustrious relative, the Secretary 
of this Association is directed to 
transmit to Mrs. Harding a copy of 
these resolutions and also to spread 
the same upon the minutes of the 
\ssociation. 

\rthur F. Bridge, rate manager 
of the Southern Counties Gas Com 
pany, was the recipient of a gold 
medal for the best technical paper 


presented at the Santa Barbaro 
Gas Convention last September. 
Wm. Baurhyte, chairman of the 
committee selected to determine 
the best paper, stated that a great 
deal of consideration had _ been 
given in the matter of choosing the 
winning paper. He complimented 
Mr. Bridge very highly for the 
best paper and presented him with 
the medal. 

Charles H. Dicky, president of 
the American Meter Company of 
New York City, was next intro- 
duced by President Wade. Dicky 
presented a splendid talk on Presi- 
dent Harding and told a number of 
interesting episodes of his career. 
He also spoke very highly of Pres- 
ident Calvin Coolidge. 

(he principal address of the 
evening was presented by ex- 
Mayor L. M. Whelton of Long 
Seach. Whelton chose as his sub- 
ject “The American Corporation,” 
which set forth the development of 
corporated bodies from _ earliest 
days down to the present time. 
Whelton presented his subject very 
ably and was commended by many 
gas men for his address. 

William M. Henderson, secre- 
tary of the association, made a 
brief talk in which he appealed to 
the members of the fraternity to 
attend the annual convention at 
Del Monte, between Setember 11- 
14. He outlined very briefly the 
plans for the four-day session and 
gave assurance that a splendid gas 
convention would be held this 
year. 

\W. M. Berry, formerly with the 
Bureau of Standards of Washing- 
ton, D. C., made a brief address. 
Berry is now with the Gas Re 
search Council of the Pacific Coast 
Gas Association and is actively en- 
gaged with the Council in conduct- 
ing an investigation into the meth- 
ods and economies of manufacture 
and distribution of gas for the as- 
sociation, 

President Wade stated that the 
Southern California meeting was 
the best ever held in the associa- 
tion and spoke with enthusiasm on 
the increasing membership of the 
Pacific Coast Gas Association. 
Wade for a number of years has 
taken an active part in the affairs 
of the organization and has seen it 
develop from a small organization 

) its present size. 
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Merger as Concerns The Denver 
Gas and Electric Light 
Company 

J. B. Dillon 
Loiseau, secretary of the 
Denver and Electric Light 
Company, notifies all concerned 
that a special meeting of the stock- 
holders of the Denver and 
Electric Light Company will be 
held at the principal office of the 
Fifteenth and Champa 
streets, in the city and county of 
Denver, Colorado, on the 2nd day 
of October, 1923, at 10 o'clock A. 
M., for the purpose of considering 
and voting upon the proposition 
of the merger and consolidation of 
the Denver Gas and Electric Light 
Company, Public Service Company 
of Colorado and the Western Light 
and Power Company, which shall 
be presented in writing at such 
meeting according to the laws of 
the State of Colorado and the 

\erter of the company. 

C. B. Wedum, secretary of the 
Public Service Company of Colo- 
rado, has sent out and published 
a similar notice to its stockhold- 
ers; its meeting 9:30 A. M., 2nd. 
It is reasonable to say, of course, 
the merger will be effected be- 
cause it means for the stockhold- 
ers and the state a greater money 
maker and better power service. 

The Western Light and Power 
Service Company is located at 
soulder, while the monster plant 
of the Public Service Company is 
being erected at Valmont, a few 
miles south of Boulder, and as the 
Valmont plant will be able to take 
care of all customers and addi- 
tional ones that the Western may 
secure, the merger is only logical 
up that way. 

The Denver company gets its 
eurrent from the hydro-electric 
plants at Shoshone, about two hun- 
dred and sixty miles west of Den- 
ver; also from the hydro-electric 
plant in the Boulder canon, there- 
fore the big steam plant at Val- 
mont will obliterate the “long 
haul” from Shoshone,—in a meas- 
ure,—and with all of the supplying 
plants extant, Denver and 
miles about should 
perennial service, that is; seldom if 
ever more than a few moments 
there should be any power off. 

When this merger is effected, it 
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of course will mean that the new 
combine will be known as the Pub- 
lic Service Company of Colorado, 
and its headquarters will, no 
doubt, be at the present Denver 
Building, and if such shall 
come to pass then it is likely that 
the name of the building will be 
changed to the Public Service 
Company Building, and thus will 
there be a ‘ sentiment” 
smashed to smitherens, for is it 
not known all around that 
the Denver Building is the 
“best lighted building in the 


~ 


world: 
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“sweet 


well 
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The new company will have an 
issued capitalization of $3,500,000 
seven per cent preferred and $15,- 
000,000 common stock. 


General Manager Stannard says 
that the new concern will employ 
an additional thousand people and 
will pav an estimated wage of 
$3,000,000 annually, and that the 
new company will be able to fur- 
nish an increased service for 
househeating in Denver; that new 
industries will be attracted to the 
city and state. He also says: 

“An 
nomic 
try is 


gas 


infallible rule in the eco- 
development of our coun- 
that communities develop 
just as their public utilities ex- 
pand. Without expansion of the 
necessary services provided by 
utilities, communities fail to de- 
velop beyond the public service ca- 
pacity of the utilities serving them 


Novel Gas Range Sales Stunt 

Birmingham, Ala.—An unusual 
promotion stunt is being tried at 
Montgomery, Ala., by the Alabama 
Power Company in the sale of gas 
ranges. Three prizes are offered 
to the persons having the oldest 
gas stoves in the city. In addition 
a 42-piece dinner service set is 
offered free to the person who pur- 
chases a gas range during the con- 
test which ends October 1. 

The first prize of a Lorain direct 
action gas range goes to the per- 
son who has the oldest gas, coal, 
wood or oil stove in the city. A 
Lion water heater will be given for 
the second oldest stove and a hot 
spot room heater for the third old- 
est. Many housewives have al- 
ready entered the contest. 


Gas and Fuel Section Preparing 
for Third Meeting of Ameri- 
can Chemical Society 
Chairman S. W. Parr and 
retary J]. L. Davis of the Gas and 
Fuel Section of the American 
Chemical Society are arranging 
the third meeting of the section 
to be held at the next convention 
of the society in Milwaukee dur- 
ing the week of September 10. 
The program will consist entirely 
of papers on and fuel chem- 
istry and, judging from the inter- 
est manifested at previous meet- 
ings, a large attendance is to be 
expected. 
The sectional 
heretofore 


Sec- 
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programs have 
included a number of 
interesting papers on the consti- 
tution of combustion, coke 
formation and coking technology, 
the composition and utilization of 
tars, etc. 


coal, 


New Equipment to Be Installed 

The Detroit City Gas Company, 
Detroit, Michigan, has placed or- 
der with The Gas Machinery Com- 
pany of Cleveland, Ohio, for four 
automatic water gas controls to be 
installed in Station B of the 
troit City Gas Company. 

The order also calls for the 
necessary hydraulic equipment and 
the gas company will therefore be 
able to operate all four of its water 
gas sets at Station B uniformly. 

The automatic controls will en- 
able shorter cycles to be used, 
thereby obtaining more uniform 
heats which will increase the effi- 
ciency of the apparatus and re- 
duce the wear and tear on the re- 
fractories. 


De- 


Issues Bonds for Plant Improve- 


ment 
The Savannah Gas 


Atlanta, Ga. 
Co.. of 
with 


Ga., has filed 
Public Service 
Commission here a petition asking 
permission to issue bonds in the 
sum of $600,000, and new stock in 
the sum of $1,850,000. The bond 
issue will be used for the purpose 
of financing activities of the Savan- 
nah corporation, and carrying out 
rather extensive improvements 
that are planned, and additions to 
the service. 


Savannah, 
the Georgia 





